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To Increase Sales— 


To sell more high grade scissors and shears, always show 


customers the best you have, and explain their merits. 






When a customer asks for something “inexpensive” it 
means he is interested in economy. Good scissors are 
cheapest in the end—but you must explain why they 
cut best, remain in condition longest, and are pleasantest 
to use... 

There is more profit for you, in the best merchandise, 


and more satisfaction for your customers. 


Selling Helps 


Another way for increasing sales is through efficient 
store displays, and it has been proven that sales 
can be doubled and even quadrupled when scissors 


are properly shown. 


With the Wiss line, a complete assortment of dis- 


V asonable ‘ ° , 
Alv ays Seasona plays and selling helps is available. Wall Case No. 
Good scissors are always seasonable. By actual 

investigation only 10 homes in 1000 own satis- 100 (illustrated here) is especially effective. Write 
factory scissors, and a majority of the other ; 

990 are anxious to know where they can be for details and prices. 

obtained. 





J.WISS & SONS CO. 


ESTABLISHED 1848 NEWARK, NEW JERSEY 
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THE NEW KNIFE SHOWN HERE IS CALLED VIANDE. THE 
REGULAR DINNER AND DESSERT KNIVES ARE ALSO MADE 


(Lesenting 





SILHOUETTE 


All the feminine world likes “that certain something” that Paris 
gives to a frock, a hat, a jewel, an arching evening slipper. Call it 
style, call it chic, call it whatever you will... but call it yours! But 


pattern. SILHOUETTE is smart today...tomorrow...and years from 
tomorrow. For such basic good taste is always smart. So, when you choose 


your silverware pattern, choose it standing before a mirror. A mental 
















what have hats and frocks to do with silverware? Well, just about every- mirror at least. See yourself... dressed as you are, looking as you 
thing! For Paris has given to those hats and frocks .. . and all of your do ...and you are bound to choose SILHOUETTE. Its lines are your 
intimate possessions, certain basic, foundational lines that make them lines. It's modern . . . and you're modern. And you'll go well together. 
what they are. Slender, splendid lines. Clean, streamlines. Modern For illustrations and prices of SILHOUETTE pattern write for booklet L-48 
lines. And those are the lines of SILHOUETTE... the new silverware to Sales Promotion Dept., International Silver Co., Meriden, Connecticut. 
E . A. FT. £ 
INTERNATIONAL ILVER CO 











A SALES STORY THAT 
STARTED WITH EVE AND HER FIRST FIG LEAVES 


One of Boston’s big silver merchants said to us ment above was chosen. This advertising says 
the other day . . . “that’s a great new story “style” in the leading magazines, to practically 
you’ve got on your Silhouette pattern.” every style-wise woman in your town... nearly 


We thanked him . . . but actually the story is so every prospect whom you can logically hope to sell. 


old that it dates back to Eve and fig leaves. For illustrations and prices of SILHOUETTE pat- 





For since the first of all women, clothes have tern write for booklet JH to Sales Promotion Dept., 
been woman’s symbol of style and appearance. International Silver Co., Meriden, Connecticut, 
Which amet a the theme of the advertise- Salesrooms: New York, oe on Francisco. 
ree ae ee ee eh ek 


25c. each. Vol. 124, No. 
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1. Dries to a beautiful, 
glossless flat finish—eas- 
ily washed. For all types 
of interior painting of 
walls, ceilings or wood- 
work ... for plain flat 
or eggshell finishes, tif- 
fany, mottled, etc. 


2. Does not show brush 
marks. 


3. Mixed with a little spar 
varnish it makes an excellent 
bronzing liquid, either with 
aluminum or bronze powder. 


4, Makes excellent glazing 
liquid, or blending liquid for 
tiffany effects—because it does 
not dry too quickly. 


5 « Makes a fine undercoating 
for enamel. 


G6. Comes in quart and 1 gal- 
lon cans and 5 gallon drums. 
All packages equipped with 
easily-opened “‘Upressit’’caps. 


The new EAGLE Flatting Oil 
has these many advantages 





Sell Eagle Flatting Oil with Eagle Pure White Lead 
for the most artistic effects in all types of interior 
decoration where a flat or eggshell finish is desired 
—whether plain, tiffany, mottled, etc. 


The Eagle-Picher Lead Company, 134 N. La Salle St., Chicago 
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IF THEY SEE WHAT THEY WANT 
THEY’LL BUY IT! 


THE successful modern store has the appearance of a 

giant catalog—with every illustration featured life-size. 

The customer’s eye is attracted by the pleasing and 

orderly display of wares. Many times these counters 

suggest additional purchases*-giving you an increased 

volume of sales, a 8peedier turnover, and larger profits. 
Lupton steel hardware 


of fire-resisting and vermin-proof material. It has 
practically no depreciation. You will find it a perma- 
nent investment for your business. 

Your National Retail Hardware Association has 
studied Lupton equipment and suggested many of 
these improvements. Their opinion of Lupton equip- 

ment should interest you. 





equipment displays every item 
of your merchandise to full 
advantage. Tables are finished 
in a green and orange which 
forms a pleasing yet unobtru- 
sive background for the goods 
to be sold. Similar items are 
grouped together for the cus- 
tomer’s convenience. This sys- 
tematic cataloging of stock 
saves the time of your clerks, 








<3) Lupton merchandising engi- 
neers have extensively studied 
the problems which the hard- 
ware merchants of today must 
face. They will be glad to go 
over your store arrangement 
with you, show you the 
interesting miniature units 
which help you visualize Lup- 
ton equipment, and advise you 
© vs the best plan for your par- 








permits quick inventories and 


revents sh rtages. s ‘ Counter Merchandiser No. 796—Effective small-item display. 
p o tages Shelves For wall fixture ledges and on old counter tops. Orange back- 


have been made to serve as ground — green enamel sides. Mounted on four rubber feet. 


upright. counters — like _bill- 


ticular layout. Let us explain 
how. Write to David Lupton’s 
Sons Co., 2211 E. Allegheny 
Ave., Philadelphia, Pa. Ask 


boards brought to life. Lupton é Wy F e 4h é a r¥ your jobber to let you see 
steel equipment is constructed 4 A a copy of “Bigger Profits.” 
WHERE STEEL IS FUSED WITH SINCERITY 
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These Improved Tools 


Build Business 


ARMSTRONG BROS. Better Pipe Tools 





Chain Pipe Vise 


Light, compact, strohg, with patented one- 
piece jaw that prevents even smallest pipe 
from being bent. Jaws, base and handle of 
Drop Forged Steel, Alloy Steel Screw and 
Proof Tested chain. 


These improved tools build busi- 
ness in many ways. They are easy 
to sell because they have more 
legitimate sales points. Their qual- 
ity is apparent—clean cut lines, bet- 
ter finish, simpler action, finer ma- 
terial — giving strength without 
bulk. Sell one man and you will 
sell his fellow workmen, for his 
pride of ownership and the tools’ 
sterling performance side by side 


with other makes will build not 


only ARMSTRONG BROS. pres- 
tige but yours as well—as a seller 
of fine tools. 


These better pipe tools’ are nation- 
ally advertised as improved tools. 
Month after month, and week after 
week, the five improved features of 


ment on the Heavy Duty Pipe Cut- 
ter, etc., are pointed out to tool 
users. To tool buyers these fea- 
tures are significant. More and: 
more they are demanding these 
improved tools and buying where 
they know they are sold. During 
the past years the sale of ARM- 
STRONG BROS. pipe tools has 
been steadily increasing. 


Hardware dealers know that in 
over 35 years of fine tool making 
the Armstrong Bros. Tool Co. have 
never produced an inferior tool. 
They know that they stand back 
of every tool bearing their trade- 
mark. Tool users, too, have 
learned the significance of the Arm- 
and-Hammer mark and bank on it 
as a sign of highest quality. You 





will build buyers’ confidence and 
profitable business by permanently 
displaying and pushing this line of 
Better Pipe Tools. 









Heavy Duty 
Pipe Cutter 


Cuts faster and cleaner, 
requires less power. Thrust 
taken up by replaceable 
hardened steel nut. Hard- 
ened end of feed rod bears 
on hardened steel block 
inserted in swinging arm. 


the Chain Vise, the 10 improved 
features of the All Steel Pipe 
Wrench, the 12 points of improve- 


If you are not familiar with the entire line of these 
improved tools—write for Catalog P-10. Each of 
ARMSTRONG BROS. Better Pipe Tools is shown 
and described with sizes, prices, etc. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
Rollers and pins of 314 N. Francisco Ave. CHICAGO, U. S. A. 
hardened tool steel. 
Body, Certified Mal- 
leable Iron. Knife 
bladed cutter wheel 
of Alloy Tool Steel. 





Standard Pipe Vises 










Stocks for Adjustable Dies 


Smooth, compact bodies, without 
edges or ribs. Certified malle- 
able iron, black enamelled. 
Handles smoothly bur- 
nished, dull _nickeled. 
Guides machined inside 
and out. Fit all 
standard dies. 







Stocks 
for Solid 
Dies 

Fit all standard solid dies. Materials, 
machining and finish same as Ad- 
justable Die Stocks. Lead starting 


screws on large sizes—also Ratchet 
and Triplex Stocks. 





Pipe Dies 

convenient weight, Armstrong Adjustable Pipe Dies are of Special Vanadium Tool Steel. 
Last much longer—easy cutting, will not jam. Correct cutting angle 
“Backed Off’? Chasers—Correct Throat Angle—Ample Chip Clear- 
steel carefully milled, hardened, tempered ance. Solid dies have vanadium steel chasers, cast-welded into die 


Automatic locking, 
great strength and quick action. Frame and 


base certified malleable iron. Jaws tool 


and tested. Hook drop forged steel. body. These are superior dies and fit all stocks. 
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THE FIRST PRIZE 


is YOURS. 





—for the best window 
display photograph 


One hundred dollars for a photograph of the best window display 
of Crescent Tools and these new cut-outs. That’s the first prize and 


there are four others. 


The contest starts now and closes October 31st. The rules are 
simple. Any size window may be used; any idea may be featured 
as long as it suggests a logical use for Crescent Tools. The cut-outs 
themselves have many novel and attractive possibilities. 


Remember that in addition to these attractive cash prizes, a good 
window display of tools is the most productive advertising invest- 
ment you can make. You profit both ways. Mail your entry early. 


All photographs must be 8 by 10inches: mailed flat together with 
name and address of entrant and any interesting information. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 


WS 


Re: 
P 


| | LTS a 


y CRESCENT ‘ 
Byele) e) 


Housekee 


CASH 
PRIZES 
ist ..s%e « $8000 
2. Fe an 50.00 
a 25.00 
ee ee 25.00 
Sth «. seek 25.00 
CONTEST 
RULES 


Contest starts now, ends 
Oct. 31st, 1929. 


Limited to dealers having 
Crescent Tools in stock 
or on order Oct. Ist, 1929 


Crescent Tools and cut- 
outs must be featured, 
other non-competing mer- 
chandise may be used if 
desired. 

Displays will be judged 
on. basis of attention 
value, interest and orig- 
inality. 

We will pay $5.00 each 
for any photographs re- 
ceived which can be used 
for advertising purposes. 


Write for your supply 
of cut-outs now. 
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Handle— 
: asier © Sell 


: "Tuousanps of dealers from Maine to California have taken the 
osm of poultry netting sales by concentrating on U. S. Poultry 


“OBxperience kas taught them that this modern netting discourages price 
ition, creates more sales, earns a substantial profit and leads to 
poe see and permanent repeat business, 
U.S. Poultry Fence isisures to your customers the greatest poultry 
netting value the trade has ever known. 









Your trade 
can SEE the 
difference 










ND: ST OE ER . 
STEEL 8 
{7} 














Makers Also of 


IMPERIAL Fence 
Gates----Steel Posts 





A Complete Line of 


Farm Fence Hog Fence 
Poultry Fence Lawn Fence 


Farm Gates Lawn Gates 





Steel Posts 





Flower Border Trellis 






‘YOUR copy of the U. S. Poultry Fence 
Book for 1930 is in the mail. Watch for it! 


It is designed primarily to increase your profits by in- 
creasing your sales of U. S. Poultry Fence and kindred items. 


It points out briefly how U. S. Poultry Fence has re- 
volutionized the demands of the poultry netting trade; how 
it is constantly creating new records for sales and profits; 
how thousands of dealers are reducing inventories and in- 
creasing profits by standardizing on this superior netting. 


Each book contains a card which will bring to you 
FREE a miniature sample roll of U. S. Pouitry Fence. We 
urge you to make use of it. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 


“She Netting That Stana 














HARDWARE AGE for 


OcTOBER 3, 1929 





These are actual reprints 
(reduced in size) of Bassick 























advertisements that have 
appeared in national maga- 
zines during 1929. There 
isn’t a city, town, or village 
worth mentioning in the U. 
S. that hasn’t received these 
sales messages. The men 
and women of your commun- 
ity have been reading them. 


These modern linoleums cost 






The comet #8 mall. Tory will wild years to the 





drone Srarwinhing heater —be kowms 








single 50c set 





protect yours with Bassicks 
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Making Bassick NoMars and 


ATIONAL advertising has made the 

name “Bassick” known from one 
end of the country to the other in con- 
nection with casters. 


We've kept the Bassick floor protection 
line modern and complete. There isn’t a 
demand that it can’t meet. 








Bassick 


We've kept it, too, as high in quality 
commensurate with economical price as 
33 years experience has been possible to 
provide. 


These various Bassick items are priced 
low enough to sell readily—high enough 


to allow you an attractive profit. 
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tin advertisements . . plus these 
quality products . . 


“I 


will put money 


> 
<4 
— | ‘ 
eae 
F = 3 ; aes = _ 
23 5e=5. 2 


in your pockets 


if you'll “play ball” 


with us .. . 


These items are all you need 
to offer a complete floor-pro- 
tection service. Write us for 
details of the stock you need to 
meet any request that may arise. 


We’ ll send it gladly. 























ra 


Casters easier for you fo sell... 


That’s how we've “played ball” with hardware 
dealers—how we’ve paved the way for more and 
easier Bassick sales in hardware stores. All we 
ask in return is that your keep up your Bassick 
stocks—provide open displays—give your “floor 


protection department” an “even break.” Do 
that and Bassicks will make money for you, 
month after month, year after year, in ever 
increasing amounts. Why not check up on your 
stock—and order from your jobber —today? 


THE BASSICK COMPANY, Bridgeport, Conn. 


For 33 years, leading makers of Better Casters, Furniture 
Rests and Furniture Hardware. 








Bassick 
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The Fascination 
of Fine Tools | 


NE of the best ways to increase your sales of 
fine precision tools is to have a permanent, at- 


ene age 


tractive display. 


Skilled mechanics are always interested in fine 
tools which will simplify their work and it will 
stimulate sales for you. They know from experi- 
ence the dependable quality and accuracy of 
Brown & Sharpe Tools. 


oe 


Remember, “A tool properly displayed is half 
sold.” 


Have you a copy of our new Small Tool Catalog 
No. 31? It describes over 2300 useful tools. 
Write for a copy. Brown & Sharpe Mfg. Co., 


Providence, R. I. 
| BS 


“WORLD’S STANDARD OF ACCURACY” 


BROWN & SHARPE TOOLS 


RIEL P IE POM 2, 2 
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Cash in on the 
argument that 
clinches the sale~ 


‘PRICE | 


Compare the Freed line, model by 
model, with the other best sellers in Radio. 


You will agree that in ear appeal and eye 
appeal the Freed gives all that Radio has 
to offer. So will your prospective custom- 
ers, because extensive national newspaper 
Advertising and coast to coast Broadcast- 
ing are constantly creating acceptance 
for Freed Quality and Outstanding Freed 
Value. 


Then comes the final sales argument 
which appeals to every man or woman— 
‘‘Price.’’ In every price-class there is a 
Freed model, selling from a few to a good 
many dollars below other makes of any- 
thing like equal quality. 


Ask the local Freed distributor if he has 
a franchise open—or write us. 


FREED-EISEMANN RADIO CORPORATION 
122 East 42nd STREET - - + NEW YORK CITY 


a 


MODEL NR-79 


8-Tube NEUTRODYNE for house-current 
operation. Push-Pullamplification. Four 
tuning condensers. Uses 245 type tubes for 
richness of overtone reproduction. Electro- 
Dynamic Speaker. Self-enclosed Highboy 
Console of Walnut veneer. 


PRICE RANGE, $99.50 to $225 
(Prices slightly higher in Canada) 


FRE 


R A D 


See Our Exhibit 
at the 
EIGHTH ANNUAL CHICAGO RADIO SHOW 
Coliseum, Chicago 
October 21st to 27th, inclusive 
Booth No. 3—Section D. 
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CLOTHES LINES 


According to the Service Required 


For use where the supports are far apart. Stretchless, shrink- 
less, stainless and strong. Weatherproofed. Guaranteed for 


five years. 


BLACK-BIRD 


ey 


ete < 
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For use where the supports are nearer together, as on clothes 
dryers; and where a flexible line is wanted. Smooth glazed 


finish. 


Our solid braided (sash cord type) cotton clothes lines give 
extra long wear over pulleys, in all weathers. They are 
rater veWm det uesttsd eVelelame:tucN ert) me) eWmnd eCommm ot tele Commr-tole Gre (OME ole) ame tote 


jure delicate fabrics. 


r / SHESE brands, which have a customers. We make a variety of 


long established manufac- other cotton clothes lines — solid 
turer’s reputation behind them, lobe: be Core Mr-Vete Mate) iCohumme)e-blelce Meer vt te 


save you from complaints and lost sash cord. 


Send for Catalog, Samples and Information to Help Sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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“Q The Original Extension 





No. 56 No. 75 


Another Advance The Latest 
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WANTED—12 Hardware Dealers 4 


To Serve on a Jury 


We want these dealers to give Union Hard- 


ware Hack Saw Frames a “fair trial.” 


Base your finding on the testimony of tool 
users right in your home town—customers 


whose word is their bond. 


If you retailers fail to agree that Union Hard- 
ware Hack Saw Frames are the best BUY at 
the PRICE, you'll be the first jury that ever 
arrived at this verdict. They’ve had many 


trials, but no tribulations. 7 styles to choose 


from. 


Ask your Jobber to supply you. If he cannot 
—write to us and we will refer you to the 


nearest Jobber, who will fill your orders 


promptly. 


Send for Catalog. 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


New York Office 151 Chambers St. 
Established 1854 Incorporated 1864 





No. 50 Py 
The Popular Leader 
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Branch Offices: Wrictey Bupc., Cuicaco... 5 WinTHRop Square, Boston . .. 753 Bonniz Braz, Los ANGELES... 222 Monapnock 


Bipc., SAN Francisco... 12-231 Generat Motors Bipc., Detroit... 1138 Hanna Bipc., CLeveLanp... 101 Marietta St., ATLANTA 


feo 


. . how many in your storer 


ON’T blame the people in your trading territory if you are troubled 

with “Shelf Warmers.” Chances are the goods are not well known— 
not in demand—left on the shelves to eat up profits made from goods 
that do move. 

To avoid stocking troublesome “Shelf Warmers”—buy merchandise 
that is nationally advertised to the greatest possible number of families in 
your territory. 

To get that information before you buy—ask each manufacturer’s 
representative who calls on you what publications carry his firm’s adver- 
tising—how many families in your trading territory will see that advertising. 
Ask if The American Weekly is on the list—if it is you are reasonably 
certain the goods will move—because they will be backed by the greatest 
circulation in the world. 


What is The American Weekly? 


The American Weekly is the magazine distributed through seventeen 
great Hearst Sunday newspapers from seventeen principal American cities. 
It concentrates and dominates in 536 of America’s 812 towns and cities 
of 10,000 population and over. 


IN EACH OF I85 CITIES IT REACHES ONE OUT OF EVERY TWO 
FAMILIES. 

IN 132 MORE CITIES, IT REACHES 40 TO 50%. 

IN AN ADDITIONAL 102 CITIES, IT REACHES 30 TO 40%, 

IN ANOTHER II7 CITIES, IT REACHES 20 TO 30%. 


—but that’s not all. Nearly 2,000,000 additional families in thousands of other 
communities regularly buy The American Weekly—making the unprece- 
dented national total of 6,000,000 families who read The American Weekly. 


THEAMERICAN 


Main Office: 9 East 40th Street, New York City 


99 


MOST PEOPLE FOR THE LEAST MONEY 





— 








<A ARERERITET AREAL 
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For value received, the average buyer of Nich- 


olson Files will do two things. 


If the subject comes up he will tell others that 
he got his money’s worth when he bought 
Nicholson Files. 


And when he needs more files, he will again 
come to the store which sold him these sharp 
cutting files. 


Because Nicholson Files are carefully made of 
good material, tested after every manufacturing 
process and given a final inspection, it pays to 
stock them in shapes and sizes for every demand. 


NICHOLSON FILE COMPANY 
Providence, R.1!., U. S.A. 


NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 
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Display and Demonstrate 


24,4 NEW 224 


DE LAVAL MILKERS 





DE LAVAL 
“Magnetic” Milker 
The Worlds Finest‘Milher 
DE LAVAL “UTILITY MILKER 


Gnits operate with any single pipe Line outfit 
SEE BOTH DEMONSTRATED 


















= 


De Laval Magnetic and Utility Milkers 
are being received with sensational in- 
terest from one end of the country to the other. 


The possibilities for the sale of De Laval Milkers 
are almost unlimited—wherever cows are milked 
De Laval Milkers can be sold. 


But in order to sell milkers you must have an actual 
outfit on hand so that you can show people just 
how it is made and how it works. 


Mv. 1 business is coming fast—the new 


Now is the time to get in on this business—when 
it is developing fast. There never was such great 
and general interest in the 
new De Laval Milkers as 
there is now. 





The De Laval Separator Company 


NEW YORK CHICAGO 
165 Broadway 600 Jackson Blvd. 


SAN FRANCISCO 
61 Beale St. 


ERE is a splendid 
H milker demonstrat- 

ing outfit. It is 
compact and complete in 
every detail. Can be run 
under its own power and 
demonstrated. Is equipped 
with Alpha Dairy Power 
Plant, complete single unit 
Magnetic Milker outfit, a 
Utility unit (shown on left) 
and a sterilizing solution 
rack. You can show how 
easy it is to heat the water 
for washing the milker and 
how it can bekept in asterile 
condition by means of the 
solution rack. 


HE outfit below is the 
same as that above ex- 
cept that it is equipped 
with motor and motor base. 
It is a good idea to have 
both of these demonstrating 
outfits so that you can meet 
the requirements of all your 
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= ¢ Hardware Dealers Are Cheering! 


‘Because more and more of them are coming to appreciate 
Sine the quick sales and quicker profits developed the 
Zgvhy,, moment they display these new Drill Sets! 


ae 
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Axa already a great 

many dealers have definite- 

ly proven the truthfulness of 
these four facts: — 

1. It’s just as easy, and takes less time 


to sell a full set of drills as it is 
to sell a single drill! 

2. The profit on a sale of 8 drills at 
once is more quickly earned than 
is the profit on one drill. 





3. You’re never “just out” of the most 
jj . 
popular and most used sizes. 


. The iasting qualities and rep- 

utation of “Cleveland” Twist 

Drills settle all price 
problems. 


Ask your jobber about 
these Drill Sets. 





When you sell drills 
this way, you sell one 
or two at a time. 
When you sell 
“Cleveland” Drill 
Sets, you sell 8 drills 
at a time—with 8 
times the profit. 


There bef 8 se the. j Sy, 

Set, an sets to the car- 

ton. Supplied in Carbon : . TWIST DRILL 
Steel, _ = | — “ | = COMPAN Y 
No. 260. In Cle-Forge eciniiiemeemnemanee ili) Se < 

High Speed Steel, Set No. ; paca Nigh se ie vs = 
573, Carton No. Poa TRADE MARK REG. U. S. PAT. OFF. AND FOREIGN COUNTRIES SAN FRANCISCO a 
Order from your jo Ne oe , 

or direct, as you prefer. 
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Let’s Talk Turkey 


HERB’S a lot of “Thanksgiving” in 

this roaster — for you and every 
family who has one .. . The approaching 
holiday season means turkeys—and tur- 
keys mean roasters—and roasters mean 
Nesco Perfect Roasters. 
And what a steaming, roasting hot spe- 
cial they are right now. Put them up front. 
Remind the ladies that it’s time for juicy 
roasts and tender turkeys. Nesco fea- 
tures will do the rest — sell every pros- 
pect every time. 
You can hang sales all over these Nesco 
Perfect Roasters. Top, bottom, sides — 
even their handles have sales points — 
profit factors. 


Here you are: Self-basting! Real self- 
basting that makes good roasting easy. 
Vapor keeps rising from bottom water 
channel to concave outer ridge of cover, 
condenses, runs down cross ridges to de- 
pressed center and drops onto the meat. 
Seainless! Easy to clean. All corners and 
edges rounded. High top—straight sides! 
Takes large turkey or high roast. Oval 
shaped to fit average oven. Top handle! 
Raised bottom! Gravy and meat pit. 
Comes in NESCO ROYAL GRANITE 
ENAMELED WARE — famous for its 
nationally known and advertised wear- 
ing qualities—its value to the buyer and 
profit to the seller. 


Jobbers everywhere—ask your jobber’s salesman 


NATIONAL ENAMELING & STAMPING CO., INC. 


13 TWELFTH STREET 


MILWAUKEE, WIS. 


Factories and Branches: Milwaukee, Baltimore, Granite City, 
Ill., Chicago, St. Louis, New York, Philadelphia, New Orleans. 


NESCO PERFECT ROASTERS 





Se SS 


eS 


-PILLAR 
TUBES 


This marvelous and exclusive 
improvement in radio tubes 
means a new standard of tube 


, performance 
© 


PUT a new Eveready Raytheon Tube in each socket of 
your own receiver ... and note the tremendous improve- 
ment in reception. These fine tubes come to you, and go 
to the receivers of your customers, in the same perfect 
condition as when they leave our laboratory test room. 

To see the reason, examine an Eveready Raytheon 
Tube. See the solid, four-cornered glass stem at the 
base of the elements. Note the four rigid pillars which 
pass through the stem and support the clements. Ob- 
serve how this 4-Pillar construction is further anchored 
at the top by a stiff mica plate. 

Now you can understand what makes Eveready Ray- 
theon Tubes so much stronger. ..why the super-precision 
with which they are built cannot be changed or dec- 
stroyed by the jolts and jars of shipment and handling 
which every tube receives. The elements in an Ever- 
eady Raytheon are accurately spaced when the tube is 
made, in that position which assures maximum perform- 
ance. These tubes always reach you with their elements 
undistorted . . . ready to give laboratory reception. 










LONG LIFE 
RADIO TUBE 


NATIONAL CARBON CO.Inc, 
or 


UNIT 
UNION CARBIDE AND Cannon 


















































No other radio tube can use Eveready 
Raytheon’s 4-Pillar construction, for it 
is patented. With no other tube can you 
have all the advantages of this exclusive 
feature. People everywhere, using Ever- 
eady Raytheons in their own receivers, 
report increased distance, greater power 
and better tone. In addition, the A.C. 


heater tubes are quick-acting. 


NATIONAL CARBON CoO., INC. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City 
New York San Francisco 


Unit of Union Carbide and Carbon Corporation 









RAY THEON 


Trade-marks 


AT THE FRONT 
IN TELEVISION 





FOR talking movies, for television 
transmission and reception, Eveready 
Raytheon has led with tube improve- 
ments. Including television Kino- 
Lamps and Foto-Cells, the Eveready 
Raytheon line is complete . . . with 
standard receiving tubes of every type, 
for A.C. and battery-operated receiv- 
ers. And don’t forget that we devel- 
oped and built the famous B-H tube 
for “‘“B” eliminators, the original 
gaseous rectifying tube... . for which 
there is an enormous market! 











The Eveready Raytheon Por Cll is a long-life trans- 
mitting tube for talking pictures and television, 


The Eveready Raytheon KinoJamp for television* 
reception is the first tube developed commercially 
which will work with all systems. 
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Good. | 4# 
Reasons Why 
‘E-Z’ Garage Door Fixtures are Popular 


By providing every convenience to be desired without 3. The Hardware: Combines time and labor sav- 
extra equipment or added cost to the user, Frantz ing conveniences with the high quality materials 
“E-Z” Garage Door Fixtures have won the praise of and expert workmanship put into all Frantz Hard- 
home owners who know from experience ware. 





that a garage is only as satisfactory as the 

operation of its doors. These men point 

out the following outstanding reasons for 
the popularity of “E-Z” Fixtures: 

1. Installation: Very simple. The one 
piece track fastens flat over the open- 
ing (no blocking-out or brackets re- 
quired). Hanger, hinges, foot and 
chain bolts, etc., require no experience 
or extra work to install. 

2. Operation: Easy. Doors slide and fold 


7 4. Packing: The parts of each set— 
whether for 2, 3, 4, 5 or 6 doors—are 
snugly packed in strong cartons to as- 
sure perfect delivery. All necessary lag 
screws, bolts, screws and instructions 
for easy installation are included. 
Frantz No. 50 “E-Z” Garage Door Fixtures 
are designed for average weight doors. No. 
40 “E-Z” Garage Door Fixtures are in- 
tended for doors of light construction. On 
large and heavy doors, the No. 60 “E-Z” 





clear of the opening and, if desired, can be swung Fixtures should be used. For complete details about 
around flat against the front of the building where these popular Fixtures, write Dept. H-J129, Frantz 
Manufacturing Co., Sterling, III. 


room for so doing is provided. 





TRADE MARK 








complete instructions for installing, are packed in a strong 
NO.30 4 "a a fibre carton. 
Catch 
No.40 =| 
ad fl ( ca 


No 650 





—=- ee Be pois S| At the left are shown the parts of a No. 50 “E-Z’ Garage 
No. 908 Door Set. These items, with all necessary bolts, screws and 
i No.626 

















i ero 


No. 25-S0 





seailliiiaiainaie SA. 















HARDWARE AGE for OCTOBER 3, 1929 


Send your revised 
mailing list at once 





4 aes 








**RED BRAND” dealers are increasingly enthu- 
siastic over the benefits they get from the Key- 
stone direct mail advertising campaigns. They 
claim these to be the industry’s most forceful 
fence selling plan. 

Now, in their fourth year, these three 16-page 
illustrated books on hog raising, crop rotation 
and farm planning are far better than any of 
our three former editions. 


These books are written by farm folks. They 
tell, by actual experiences, how—with stock-tight 
fences—farm folks hog down crops, save down 
grain with livestock, clean up brush and weedy 
land with sheep, rotate crops, lay out definite 


“There’s my gain per acre with 
& the help of hogs” 
($46 per acre extra income 
in 3 years ) 








farm plans that save labor and increase incomes. 


*“*RED BRAND” dealers are urged to send their 
carefully revised mailing list at once; urged to 
put these three new salesmen to work at no cost 
whatever. We imprint, address, pay postage and 
mail. 

Other dealers just starting in business and 
those planning on changing their fence line, 
should investigate the Keystone fence merchan- 
dising plans that have made fence headquarters 
out of *“*RED BRAND” dealers’ stores. 


KEYSTONE STEEL & WIRE CO. 


Peoria, Illinois 


‘Red Brand’ Fence 


“Galvannealed” — Copper Bearing 




















: 
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The Absolute Purity of | . 


_ ALUMINUM 


A telling advertising mes- 
sage which deals with the 
use of aluminum ware in 
the preparation of baby food 
in our leading hospitals— 
sent to 8,500,000 homes 
through national magazines 
by the Aluminum Wares 
Association — to help you 
sell more aluminum ware. 





CThe BEST COOKS use dl 


=AlUMmINUM 









The care of the infant is an appeal- 
ing subject to every woman, and 





























every woman knows the care that 
must be exercised in baby feeding. 
The fact that the great hospitals 
prepare their milk feedings in 
aluminum ware is conclusive proof 
of the absolute purity of that du- 
rable, economical, beautiful and 
adaptable material. 


The Aluminum Wares Associa- 
‘ tion, now in the third continuous 
' year of its great advertising cam- 
‘ paign, emphasizes the safety of 





aluminum in this attractive and con- 

vincing advertisement shown here, 
' in addition to clinching that other 
' oreat truth that “the best cooks use 
aluminum.” 


7 


ee This advertisement will reach in 


e 3 ‘ excess of 8,500,000 homes through 

Safe Milk Saves Babies national magazines. Millions of 
women, prospective buyers of alumi- 

num, will see the caption “SAFE 





ES 





Safe milk for the arriving generation! What could be bs nate gpnctitts sli 
more important? Is it any wonder that hospitals find no : MILK SAVES BABIES.” It is 
care too great to exercise in protecting the purity of ‘ a-certainty that most of them will 

milk for babies? 

Milk feedings are prepared in aluminum in many of the coun- ; 

try’s foremost baby hospitals. Such noted institutions as the 
Milwaukee Children’s Hospital, Sarah Morris Hospital, Chicago, : potential buyers secures from this 
and the Riley Hospital, Indianapolis, use aluminum utensils ‘ and other advertisements of the 
in all departments in recognition of their exceptional cooking ; 
ability, their economical durability, and their hygienic qualities. 
That hospitals esteem aluminum so highly is a fact which the 
thoughtful housewife will weigh well. She, too, wants utensils 
that will serve her faithfully and thriftily, and play their part : with this campaign and your sup- 
in appetizing, wholesome cookery. . . . port of your aluminum department 


The best cooks use aluminum. will bring you rich returns. 


read the message. 


The impression this vast army of 





TIPO ERNE 


Association means more business 
: and more profits for vour aluminum 
departments. Your cooperation 


, 
. 


ay 


C500 ned tbneteadescusebeneseccedexe » MAIL COUPON FOR BOOKLET DTN S Sih oo See odes 
ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 


Please send booklet,‘‘The Precious Metal of the Kitchen,’’ to address written below: 


ALUMINUM WARES ASSOCIATION 
Publicity Division—844 Rush St., Chicago 


Ta 
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INSTEAD OF KALSOMINE OR WALL PAPER 


Put Alabastine out in your windows. Show it on 
your counters. Now is the time to tie in with over 
50 years accumulated prestige and satisfaction. 


Sold in handy 5-lb. packages with full, simple di- 
rections printed thereon. Why waste time on un- 
known bulk or package mixtures when Alabastine 
is already known and demanded by millions. 


Thousands of dealers are reaping tremendous profits 
with this ever-growing popular wall-coating. How 
about you ? 


Any jobber will supply you with Alabastine. Or 
write us direct and we will put you in touch with 
the nearest jobber. ' 
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One Minute 
Alabastine 


Look for the Cross 
and Circle printed in red 
on every package 


ALABASTINE CO., 823 Grandville Ave.,Grand Rapids, Mich. 


Facts About Alabastine § [VRRP i 
cold or warm water—ONE MINUTE With Cold Water. Ready 
AND IT’S READY TO USE. Only to Apply Immediately 


wall brush and pail needed. >. 


A dry powder ready to mix with 


Suitable for all interior surfaces— 
plaster, wallboard and brick, cement 
or canvas. 


It is not Kalsomine, but a uniform, 
lasting wall coating with a 50-year 
reputation for excellence —WITH- 


OUT AN EQUAL. 


Won't rub off; but washes off easily 
when change is desired. Durable, § 











sanitary, beautiful, inexpensive, 
non-fading. One package will cover 
about 350 square feet of smooth 
wall. 30,000 stores sell Alabastine. 





Dealer FREE Helps 


Our liberal array of dealer helps 
includes window cards, counter dis- 
plays, color cards, booklets illus- 
trating Alabastine uses and new 


Opaline effects. 


Impressive booklets describing new 
and varied uses for Alabastine Dry 
Positive Color. Write us for full 
particulars. 
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They're buying away from home 


212 
COMMODITIES 


that can be made’ in Kansas City 


MA] £%a 
aly)» C: 


Hab 
ris 

















longi HIS 


N OPPORTUNITY for manufactur, Mp, factured or processed here profitably ! 


ers in 212 lines of business... 
opportunity in the center of a market/of Brine! Twenty-one million buyers demand 
21 million buyers who can be sefved th and deserve to be served promptly and 
most economically from Kansas Cify! dg Wi economically. They buy in volume. They 
ts hS are prosperous. So diversified are their 
That is this city’s offer of opportunity LO activities that always a large number of 
to established manufacturing eglterprises, rush . them can buy and pay for what they buy. 
seeking wider markets. < © ApP To Kansas City they naturally turn as a | 
source of supply for practically every ! 
necessity and luxury. | 






















Practically every industryfs represented Woy 
in these needs of a majgf metropolitan Wear , . 
area which utilizes thefe 212 products Textiles’ Send oamny - _ —_ eros 
Saini: . « We: aienis Wiyp st, Sak mi x ect City Opportunities”. It is concise and 
other markets. sfieic, een ee geeaige-aiay — Pig Ae i 

4 ‘ik Ss" manufacturer to larger distribution op- 


Yet every one of them may be manu- portunities. 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE 


K A *y AS C ! , Y I am interested in this industry: 












and I attach the coupon to my letterhead as as- 
surance of my interest, without obligation, of 
course. 


Name 
eAddress 7 


MISSOURI 


NEAREST BY AIR TO EVERYWHERE 


\ a 





Economical transportation is important. 
You can reach 15 million people at lower 
freight cost from Kansas City than from 
any other metropolis. 















121029 if 
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The GEM Foop CHOPPER 

















Tested and approved on its own merits by Good Housekeeping Institute, 
Priscilla Proving Plant, Delineator Home Institute 


You can have volume sales by using 
these selling points -_ 


QUICK CUTTING 

1. The double-cutting feature is exclusive with 
Sargent. The milled end of the forcer revolving 
against the stationary steel cutter makes a prelimi- 
nary cut and chops the food into pieces small enough 
to feed rapidly and smoothly through the final steel 
cutter. 

2. Both stationary and revolving cutter are of cold 
rolled steel with sharp shearing edges which cut 
without tearing. 

3. Cutters are ground to a uniform thickness, 
and cutting edges held in perfect alignment at all 
times. 


LEAK-PROOF 


1. The barrel is tapered and the bottom slopes 
downward and forward toward the mouth so that 
all juices will follow the meat or other food through 
the cutters and into the dish. 


2. The closed end is cast solid with the barrel. 
The shaft and its bearing are a machine fit. This 
construction makes it impossible for the juices to 
leak out around the shaft. 


EASILY CLEANED 


1. There is no stationary web across the mouth 
of the barrel as on some choppers. 

2. When the thumb-nut which holds the handle 
in place is removed the forcer and all cutters come 
out together, leaving the barrel entirely free for 
washing. 

3. Special care has been used in designing so that 
all corners are rounded. No crevices or hard-to-get- 
at places make cleaning difficult. 

The Gem Food Chopper is easily sold. Its approval 
by the well-known testing laboratories listed above 
are indications of its quality. It is the best chopper 
that can be produced. Sargent & Company, New 
Haven, Conn.; 94 Centre Street, New York; 150 North 
Wacker Drive (at Randolph), Chicago, Il. 





SARGENT 


LOCKS AND 


HARDWARE 
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J. D. WARREN MFG. CO. 


208 W. Washington St., Chicago, Ill. Name ....-.... 00sec cee eee eeeeeeeee 

We want to know more about Warren Fixtures. Please send us: Stvnet Addvess 

(0 The Warren Fixture Catalog 0 Nail Bin Counter Folder 

(0 The Warren Display Table 0 Information Sheet for Suggest- re, Sar ts cis scape We eiale ss Reree abs 
Folder ive Store Arrangement 


~— WARREN 
Ge 


onomiea|l 
SECTIONAL DISPLAY FIXTURES 


aA TSAR OFF ON THIS LINE ee 


To Make Selling Cost Less 
MAKE BUYING EASIER 


You cannot depend on customers to tell you if 
they find it hard to buy in your store. They seldom 
know why they prefer to buy hardware where their 
subconscious preferences take them. 


The influence of Warren Fixtures on sales, noticed 
in hundreds of cases immediately on_ installation, 
shows how well it pays to make buying easier. 


Related articles displayed on panels for the cus- 
tomer’s comparisons and choices,—a sense of space 
in the rearranged store tempting visitors to look 
around,—display tables always under the buyer’s 
eyes reminding him of things needed, inviting exam- 
ination,—these are influences that will boost your 
trade subtly but certainly. 


These are principles skillfully acknowledged in 
the design of Warren Fixtures. As an example 
consider the built-in Nail Bin Counter. Wrapping 
Counter with Cash Register and Display Table 
combined with Wall Cases above. This combination 
would be a fine start toward transforming your store 
for modernized (Warrenized) selling. 


You may have the opportunity of free con- 
sultation with Warren store engineers. 
prefer to study the possibilities first in your 
own mind send for the information offered in 
Check and mail it now. 


J. D. Warren Mfg. Co. 


Morton Bldg., 208 W. Washington St. 




























the coupon below. 
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Starrett 
Transit 


No. 99 





Starrett Stainless 
Steel Tape No. 520 F 





Starrett Micro- 

meter No.230 Starrett Hack- 
saw Frame No. 
153 








Starrett 
Dividers 
No. 92 






Starrett Vernier Cal- 
ipers No. 122 










Starrett Uni- 
versal Sur- 
face Gage 


’ FF Starrett Combination N No. 257 
: Tool No. 439 AA Z 






Starrett Combination 
Square No 11 


Starrett Universal Dial 
Test Indicator No. 196 














It means a good 
deal in terms of 
volume, profit and 
prestige to be 
known as. the store 
that sells Starretts. - 








Sell Starrett Tools 
and let your cus- 
tomers know you 
sell them. 


THE,.4.. S-STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS., U. S. A. 
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2or 2? connected offices 


receive the message 


imultaneously 






































SpeciaL arms of the telephone service are being 
called into use more and more by business 
concerns. These Bell System private wire 
services have been developed to fit the varying 
needs of business. 

Telephone Typewriter Service, one of these 
special arms, is a quick, accurate method of 
inter-office communication. 

It connects main office with branch houses, 
factories and warehouses for instant type- 
written communication. It is just like having all 
of your units under one roof. As large a 
number of points as desired can be reached 
at the same time on the same circuit. 










Telephone Typewriter Service is being used in- 
creasingly by electric light and power compa- 
nies, manufacturing firms, newspapers, press 
associations, investment security houses, 
brokerage and bond concerns, banks and govern- 
ment departments. 

Would this special arm of the telephone 
service bring development and profit to your 
business? It can be tailor-made to suit your 
special needs. 

Your local Bell Telephone Business Office 
will gladly discuss it with you. Bell 
Special Services are Convenient 


Economical . Universal. 
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U.B.P. Publications Broadly 
Cover the Following Indus- 
tries and Trades 


Metal Trades 
The Iron Age 


Hardware Trade 
Hardware Age 
Hardware Age Catalog 


Textile 
Dry Goods Economist 
National Dry Goods Reporter and 
Drygoodsman 
National Dry Goods’ Reporter 
Wholesale 


Shoes and Hosiery 
Boot & Shoe Recorder 
Hosiery Retailer 


Jewelry & Optical 
Jewelers Circular 
Optical Journal 
Jewelers Circular Buyers Directory 










Automotive 

Automotive Industries 

Automobile Trade Journal and 
Motor Age 

Motor World Wholesale 

Commercial Car Journal and Opera- 
tion & Maintenance 

Automotive Industrial Red Book 

Chilton Catalog & Directory 

Chilton Aero Directory and Catalog 


Oil 
Oil Field Engineering 


Petroleum Register 
Allen’s Superintendents Hand Book 









| Cc RCULA z, 


6lst Year AY, AUGIBT 8, 1929 Vol. 99. No.2 



















Toys 
Toy World 


Plumbing & Heating 
Sanitary & Heating Age 
Warehousing 
Distribution & Warehousing 


Insurance 
The Spectator 


















































Controlled by the 


United Business Publishers, Inc. 


239 West 39th Street New York City ; 

OFFICERS: 3 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 3 
F. J. Frank, Pres. Arnold L. Davis, Sec’y F. C. Stevens, Treas. 
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SERVING JEWELERS FOR 
MORE THAN 60 YEARS 


In its 61st year, Jewelers’ Circular is universally 
regarded as the outstanding business publication in 
the jewelry field. It has merited that recognition 
through constant service to the retail jewelers of the 
country—a service that is based on a knowledge of 
the industry’s problems, plus a spirit of helpfulness 
in the solution of these problems. 


The jewelry industry today, in common with so many 
others, is concerned with the matter of selling more 
jewelry of the right kind at the right profit. Jewelers’ 
Circular has emphasized “right kind” just as much 
as it has argued for “right profit.” 


No more convincing proof that it has fulfilled its 
purpose could be cited than the fact that Jewelers’ 
Circular Information Bureau is being constantly used 
by subscribers and advertisers alike. 


OPTICAL JOURNAL 
and REVIEW OF OPTOMETRY 


A consolidation of four early publications. Now in its 
40th year, the Optical Journal is regarded as an authorita- 
tive publication in the optical and optometric field. Pri- 
marily devoted to the interests of the professional 
optometrists, it likewise serves weekly dispensing opticians, 
as well as the manufacturing and wholesale branches of 
the industry. It combines the features of a professional 
journal with those of a business publication. 


JEWELERS CIRCULAR BUYERS 
DIRECTORY 


A classified geographically arranged index listing manu- 
facturers, importers and wholesalers of jewelry and allied 
lines, giving the names, addresses and products. It is a 
standard indispensable trade directory for the jeweler and 
buyer in the industry. 


TRADE MARK DIRECTORY-A unique publi- 
cation; the only authoritative record of trade marks, trade 
names and titles used bv manufacturers, wholesalers and 
importers of jewelry, silverware and kindred lines. The 
necessary reference book’ in the jewelry field. 


JEWELERS’ CIRCULAR 
published by 
JEWELERS PUBLISHING CORPORATION 
239 West 39th Street, New York City 
Controlled by 
UNITED BUSINESS PUBLISHERS, INC. 
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CORBIN 


Weed Screws 

Drive Serews 

Coach Screws 

Machine Screws 

Set Serews 

Cap Serews 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Steve and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 


VAVVVA VALLEY EN 


CORBIN 





















NUNN 





S.A.E. Nuts 

Jack Chain 

Resiser Chain UNIFORM QUALITY and ADEQUATE STOCK 
Seen hia The CORBIN SCREW CORPORATION 

rae agg The American Hardware Corp., Successor 

essence ies NEW BRITAIN, CONN. 

Speedometers Warehousee—New York, Chicago, Philadelphia 


Western Factory—Dayton, Ohie 














INCREASE YOUR 
TROWEL SALES— 


With this new finishing trowel. 25% lighter, distinc- 
tive, yet not “freakish.” Works wonders in the hands 
of any mechanic. Brings new ease and new speed. The 
perfect balance, wonderful appearance and “feel” make 
quick sales wherever shown. Ask your jobber or write 
for catalog. 


MARSHALLTOWN TROWEL CO. 
MARSHALLTOWN, IOWA 
(ON Sh A A A TS Se eR IES 

















Rubber Chair Tips 


of six different styles and sixteen different sizes 
in a neat showcase display box. They prevent 
injury to the floors and muffle noise without 
leaving a mark. 


Our Catalogue shows our complete line of 
rubber specialties with prices. Send for it. 


ELASTIC TIP CO. 


370 Atlantic Ave. Boston 
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CONFUSION 


Another Good Seller for You 


The Standard Drill Holder and Gauge 







HHERD once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 

now .neatness and order with the Standard Drill Holder package. 

and Gauge. Display this Drill Holder and Gauge well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 
fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders. 





New York: 94 Reade Fredk. Pollard & Co., Ltd., Londoa 


aiee 2%. ‘THE STANDARD TOOL (0. "==" 


aa House Pumps areBetter 
ww) Built Than Ever Before, 


House Pumps—lIn the kitchen, in thd basement, on the back porch, in the 
yard, or at the barn and feed lots—many of your customers depend upon them 
for their daily water supply. 


























MYERS 
PATENTED 


COG-GEAR 





The profit line in this field is the Myers Line of better built House Pumps. 
Distinctive in design, attractively finished, and with many out-of-the-ordinary 
house pump features, they harmonize with any surroundings, operate easily, 
have larger capacity and give many care-free service years. 






With a style and size for every requirement, the dealer who sells them sells 
satisfaction from a service standpoint as well as a profit standpoint. It will pay 
you to stock this “Honor-Bilt” line of Myers House Pumps. 






Write or wire. 
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MYERS & BRO.& 
ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN, FACTORY and 
GARAGE DOOR HANGERS: STORE LADDERS, Etc, 
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*xew Yo THE JAMES SWAN COMPANY, Seymour, Conn. 






Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 






















Vly 
), ZZ { ] 
v A A q i> = oe rege ere Wrench 
VY oon Extra bearing surface between frame and 
Gi Ls ld jaws. Strong where other vnuilion ise Wek 


Sold singly, or in sets of six packed in strong 


Oswego Tools include a large 
handy box. 


number of items in addition to 
the four illustrated. Every tool 
is the result of more than 40 . Other Oswego Tools 
years’ experience in making Standard Pattern Pipe Wrenches 
NUTYP Vise quality tools for heavy service, Adjustable S Nut Wrenches 


and is guaranteed against de- Oswego Arrow Angle Wrench 
Saunders-Type Pipe Cutters 





A combination vise 


with _ independent iv 7 i i . : 

pipe jaws and ma- fective workmanship or mate Hinged Pipe Vises 

chinist’s | — = rial. Steam Fitters’ Vises 

tr gy Men gy sg The manufacture of Oswego Machinists’ Vises 

tion to the _ usual Tools, from the raw material to peg oe Porm - 

Holds any piece at the finished product, is con- Manwes — cuss 

any desired angle. ° 

Specially convenient trolled by one management, 1n- and Kindred Tools 

for repair work. suring uniform quality and . 
Improved Barnes-Type Pipe Cutter 


prompt service. 
Send for complete catalog of 
Oswego Tools. 


Particularly useful for jobs where 
it is impossible to revolve the 
cutter completely around the work. 
Sliding Block of specially solid 





. 4 construction. Cutters carefully 
Beam Pipe Vise tested for tracking, and guaranteed 
throughout. 


Designed for  conve- 


nat te. ian OSWEGO TOOL CO. 


size takes pipe up to 12”. 


Powerful, durable and OSWEGO, N. Y. 


convenient. 








QUICK SALES— QUALITY GOODS 
ey [UFKIN TAPES and RULES 


Steel Tapes for every purpose and purse. 
Woven Tapes in all the popular patterns. 
Folding Wood, Steel, and Aluminum Rules. 











Your Jobber Stocks Them to Insure Quick Delivery 


‘— THE [UFHIN fruLe C9. 


You Catalog Windsor, Can. SAGINAW, MICH. New York City 
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**Be sure you send me this wire cloth 
with the Yellow Tag—The one 
with the Buffalo on it.” 


Customers have learned that the _ yellow 
“Buffalo” label means QUALITY, SERVICE 
and SATISFACTION. 


It’s easier, 
so don’t ex- 
“wire 


Nowadays people order by brands. 
and one is surer of uniformity.. 
pect your customers to demand just 


cloth”—but “Buffalo” Wire Cloth—with —~ 
Ye:low Label showing the Buffalo on 
They know “Buffalo” means QUALITY, 


SERVICE and SATISFACTION. 
“Buffalo” Wire Cloths are made of the highest 


grade of wire, woven accurately on improved 
power looms, and then galvanized by the 
“Buffalo hot process.” These cloths are 
strong and durable. Made in meshes from 2 
to 8 and in standard widths: 24”, 30”, 36”, 42” 
and 48”—50 and 100 ft. lengths. Special 
cloths woven to order promptly. 


Send for Samples and Prices. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons, Est. 1869) 
518 Terrace 
BUFFALO, N. Y. 
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FIRSTIN 
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AW 
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—— Pencil, Inkor 
of 





ORES 


| Typewriting Frasures 
|} —— School or 
OR Uses 


Special number 's adapted to every type ot work 


ey 


WORLD-~ ) - RENOWNED 
CASTELL” es 


| 


for every purpose, every degree of hardness 


THIN-LEADS 


v BEST IN THE WORLD © J 
Every dealer should sell these products 


AW. FABER 


NEWARK, NEW JERSEY. 
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239 West 39th Street 


Charter Member A. B. C. 
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October 31st 
Is a Big Day For the Jobber! 


It signalizes the publication date of the 


JOBBERS’ CONVENTION NUMBER 
OF HARDWARE AGE 


This outstanding number presents in detail and fully 
illustrated, the complete report of the convention of 
the Wholesale Hardware Trade at Atlantic City dur- 
ing the week of October 21. 

It offers manufacturers an opportunity for a construc- 
tive sales message to the trade in the issue which is 
regarded as the trade medium of publicity for this 
convention. 

Every important executive in the retail and whole- 
sale trade will be an interested reader. It will discuss 
topics which directly affect the daily problems of the 
entire industry. 


The current advertising rates apply. Hardware Age 
Red available at $50 per page additional. 


You are cordially invited to forward your space reser- 
vation at once. Final Advertising forms close 


October 21. 


HARDWARE AGE 




















New York City 


Charter Member A. B. P. Inc. 
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Week of — 
Sept. 29th to Oct. 5th 


ccGll roade bead 
bo Rome?’ 


All roads may lead to 
Rome at any other time 
of year. but. in the fall, 
all roads lead to forest. 
field or shore where. 
on every hand, you 
hear the crack of a 
Winchester Gun. 


Winchester Guns and Am- 
munition. of course, still 
lead the line of Winchester 
quality products though you 
‘can start the shooter on his 
road this season with a full 
equipment, not only of Win- 
chester Guns and Ammuni- 
tion, but Winchester Flash- 
lights and Batteries, Cutlery 
and Tools. 


{f the shooter is not of the 
self-starting variety. you 
have only to put a Winches- 
ter into his hands. Instinct. 
the effect of Winchester 
national advertising and the 
call of all outdoors wiil do 
the rest. 


a S 





“—_ TER 


TRADE MARK 





Make Tiaakias Out of 
Stay-at-Homes 


Most men take to hunting and a Winchester like a duck to 
water. There are still, however, many stay-at-homes who 
could and should be encouraged to participate in this great 
sport. 


There is no encouragement quite like the sight and feel of a 
fine gun and we believe that if you took down a Winchester 
Model 12 and handed it to every man who comes into your 
store (asking him what he thinks of it) you would promptly 
make a gun-buying and shell-buying customer of him. 
‘ 

When you sell him the gun, moreover, and the necessary 
ammunition, you have only started to fill his needs. Every 
new sportsman becomes a new prospect for related Winchester 
products and for many other items that you sell. 


WINCHESTER REPEATING ARMS CO 
New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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GE. 


SILVER STEEL 
KINS “Se 
AND FRAMES 


Expert users of Hack Saw Blades 
and Frames prefer the new SILVER 
STEEL Blade with the Blue End, 
and also the Pistol Grip Hack Saw 
Frame made by Atkins. 



















A GOOD SOURCE OF PROFIT 


Progress with the times by placing 
your next order for these famous 







blades and frames. 






Ask for our free Hack Saw Blade and 
Frame display material when you place 
your next order 
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E. C. ATKINS & CO. 
Home Office and Factory: Indianapolis, Ind. 


Branches carrying complete stocks 
Atlanta Memphis New Orleans Vancouver, B. C. San Francisco 
Chicago Paris, France New York Portland Seattle 
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Protect Your Profits-Sell Osborn Brushes 
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BORN BRUSHES and Brooms 

are built to do good work. Once 
used, they are not forgotten when the 
time comes to re-order. An Osborn cus- 
tomer is a worthwhile customer. He 
knows the little he might “save” in the 
purchase price of “cheap” brushes is in- 
significant compared to the real savings 
made possible by Osborn Brushes. 


Why sacrifice your selling time and 
take low profits on inferior brushes and 
brooms? Sell Osborn Brushes and pro- 


tect your profits and your customers. 


THE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 


Branch Offices: New York «+ Detroit 
Chicago +San Francisco - Los Angeles 


Osborn Floor Sweeping Brush of the No. 530 line. This is one of 
a complete line of “oped Floor Sweeping Brushes designed to 
mee pi i ts 
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TRADE - 


WINDS 


By LLEW S. SOULE 


A CASE OF OVER-IMITATION 


constantly harping on the inefficiency of the 

average hardware dealer. They insist that his 
methods are obsolete; that he is not keeping in step 
with merchandising progress. They are continually 
urging him to change his store and his methods to 
conform with what they term the merchandising 
trend. 


We sometimes wonder if these so-called experts 
are not shooting over their mark. We wonder if 
they are not attempting to make a highly specialized 
business conform to a general plan. We are in- 
clined to think that a hardware store should pre- 
serve an individuality of its own; that it should be 
characteristically different from the general run of 
stores. 


We doubt the statement that the public has a 
clearly defined buying habit; that it is impelled by 
habit to purchase its wants only at such stores as 
conform to a fixed standard in arrangement, dis- 
play and method. 

Most of the experts referred to base their assump- 
tions on a comparison of the retail hardware store 
with the standardized chain store unit. In effect 
they say: “The chain store is successful. There- 
fore the retail hardware store, in order to attain suc- 
cess, should conform to chain store standards and 
adopt chain-store methods—lock, stock and barrel.” 
To our mind this seems about as sensible as trying 
to fit all the men in the world with the same size 
suit. 


“Follow the chain stores” propaganda has been 
over sold. We are convinced that many hardware 
merchants have followed the chain past the fork of 
the road where they should have turned. They have 
aped the chain in so many ways that their stores 
look more like imitation chain units than they do 
like boni-fide hardware establishments. Some of 
these stores have registered a gain in the number of 
items sold, over a given period, but a distinct loss in 
volume and profit. 


Now do not misunderstand us. 


Pocsrsaniy arin speakers and writers are 


We concede the 


fact that there is a certain amount of inefficiency in 


the average retail hardware store. We agree that 
the hardware merchant can benefit by certain 
changes in store arrangement, merchandise display 
and business methods. But—we also believe that 
his wisest course is to adopt only those chain methods 
which are to his advantage as a hardware merchant, 
and use them in conjunction with those methods 
which his own experience has proven worth while. 

Undoubtedly the open display system should be 
used in hardware stores so far as practicable. At 
the same time there are numerous items in a modern 
hardware stock which can be shown with greater 
safety and more sales appeal under glass. We do 
not agree with the statement that all show cases 
should be relegated to the junk heap. We are in- 
clined to think that a certain number well designed, 
properly trimmed cases not only aid sales, but add to 
the attractiveness of the store; that they furnish a 
something that makes the store stand out from the 
general run of retail outlets; that they add an im- 
pression of quality to the salesroom. 

We do not believe that open top display tables 
in hardware stores should carry only cheap com- 
petitive items such as are found in chain stores. 
Instead they should carry both the cheap and the 
quality lines, so arranged that the customer can 
easily make comparisons. The general impression 
created should be that the hardware merchant can 
meet competitive prices on goods of similar volume, 
but his store is also headquarters for quality mer- 
chandise. 

With chain stores confining their stocks to only 
a few items in each line, the hardware merchant 
should capitalize on his range of items. He is a 
specialist in hardware and allied lines. His store 
and his methods should reflect that fact all of the 
time. 

No hardware store, under existing conditions can 
make any real money selling strictly in competition 
with the chains. His real profits must lie in those 
lines and items which the price stores do not feature. 

Why then should he over-imitate the chains? 
There are a lot of things the chain executives could 
learn from level-headed hardware merchants. 
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The HARDWARE AGE 
Camera, familiar to dele- 
gates of past years, will 
again be looking for 

YOU. 


HE annual 
joint convention 
of the. National 
Hardware Association 
and, the American 
Hardware Manufactur- 
ers Association, will 
be held at the Marl- 
borough-Blenheim Ho- 
tel, Atlantic City, N. 
J., October 21 to 25. 
Present indications are, that 
the attendance this year will 
be very heavy, and will per- 
haps set a new high record. 
This prediction is encour- 
aged by the heavy hotel res- 
ervation list, by the large 
number of requests for spe- 
cial railroad fare certificates 
and by the number of re- 
quests for badges. Such re- 
quests and any additional information may be obtained 
from the secretaries of the two organizations. Secre- 
tary George A. Fernley, of the Jobbers, may be ad- 
dressed at 505 Arch Street, Philadelphia, Pa., and Sec- 
retary Charles F. Rockwell, of the Manufacturers, 
should be addressed at 342 Madison Avenue, New York 
City. Messrs. Fernley and Rockwell have been work- 
ing together very closely in the development of the 
joint and separate sessions, the results of which promise 
an unusually interesting and instructive program. 
The joint opening session will be held Monday eve- 
ning, at 8:30, in the Red Room of the Marlborough- 
Blenheim, after which there will be an informal re- 


WILL YOU 
BE THERE? 


When the Hardware Manufacturers 
and Jobbers Meet in Atlantic City, 
N. J.,, October, 21 to 25 











ception. Features of this session will be addresses by 
A. H. Nichols, President of the Wholesalers, Dennis 
A. Merriman, President of the Manufacturers, and Dr. 
John L. Davis, a nationally known humorist, philosopher 
and thinker. 

On Tuesday, October 22, the meeting of the Acces- 
sories Branch of the National Hardware Association 
will be held, with Chairman G. S. Wilson of Decatur 
& Hopkins Company, Boston, presiding. Interesting 
and instructive discussions will be led by J. Charles 
Ross, Kalamazoo, Mich., President of the National Re- 
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tail Hardware Association; E. B. Gallaher of the 
Clover Manufacturing Co., Norwalk, Conn.; Llew S. 
Soule, Editor, Harpware Ace, New York; T. M. 
McNiece, Manager of the Research Division of the 
National Carbon Co., New York, and J. B. Rightmire, 
Smith Bros. Hardware Co., Columbus, Ohio, on the 
subject of Sales Management and Salesmen’s Compensa- 
tion. 


Tue Metal Branch will also hold a meeting on Tues- 
day, with Chairman F. O. Schoedinger, Columbus, Ohio, 
presiding. Important subjects concerning the distribu- 
tion of sheet steel will be discussed at: this meeting 
which will be addressed by Hon. M. Markham Flan- 
nery, Trade Practice Conference Division, Federal 
Trade Commission. ’ 

On Wednesday, October 23, the regular session of 
the National Hardware: Association will be, held, with 
President A. H. Nichols, presiding. The morning ses- 
sion will be devoted to the “internal problems” of mem- 
bers at which time overhead expenses and other im- 
portant subjects will be discussed by the leading men 
in the industry. 

On Wednesday afternoon, October::23, the subject 












At the Tuesday morning session of the American 
Hardware Manufacturers Association, President Mer- 
riman will deliver his annual and always interesting 
address. “Some Problems of the Hardware Industry” 
will be discussed by Dr. Julius Klein, Assistant Secre- 
tary of Commerce, which discussion will be followed 
by a talk by Hon. John Q. Tilson, Representative from 
Connecticut and Majority Leader of the House of 
Representatives, on current Congressional legislation 
and its probable effects by one of the most eminent 
members of that body. 

One of the most interesting and important matters 
to come before the two conventions will be an inquiry 
into the advisability of initiating a Federal Trade’ Prac- 
tice Conference for the three branches of the Hardware 
Industry—manufacturers, wholesalers and _fetailers. 
That all phases of the matter might be thoroughly can- 
vassed, committees have been appointed by the Natiorial 
Hardware Association, the National Retail Hardware 
Association and the American Hardware Manufactur- 
ers Association. The personnel of the three commit- 
tees is as’ follows: 

From the National Hardware Association—A. J: 
Bihler, James C. Lindsay Hardware Co., Pittsburgh, 
Pa.; John T. Martindale, Van Camp Hardware & Iron 
Co., Indianapolis, Ind.; Leo C. May, F. P. May Hard- 
ware Co., Washington, D. C.; C. J. Whipple, Hibbard, 
Spencer, Bartlett & Co., Chicago, IIl.; L. M. Stratton, 
Stratton-Warren Hardware Co., Memphis, Tenn. ; 
George A. Fernley, Philadelphia, Pa., ex-officio. 

From the National Retail Hardware Association— 

R. J. Atkinson, Brooklyn, N. Y.; Hobert R. Beatty, 
Clinton, Ill.; Hugh C. Ross, Jackson, Tenn.; H. P. 
Sheets, Indianapolis, Ind., ex-officio. 

From the American Hardware Manufacturers 
Association—A. E. Alverson, Greenlee Tool Co., 





Rockford, Ill.; E. D. Batchelor, Jonés & Laugh- 
lin Steel Corp., Pittsburgh, Pa.; G. B. Durell, 
American Fork & Hoe Co., Cleveland, Ohio; 
W. R. Hill, Sargent & Greenleaf, Inc., Roches- 
ter, N. Y.; P. B. Noyes, Oneida Community, 
Ltd., Oneida, N. Y.; Charles F. Rockwell, New 
York, N. Y., ex-officio. 

These committees will meet.in joint session 
during Convention week and those representing 
‘he wholesalers and manufacturers will report 
back to their respective organizations before 
adjournment. 

In order that the members of the American 








is ‘Relations with Manufacturers.” A number of 
prominent manufacturers, will address this meeting. 

Thursday morning, ©ctober 24, will be devoted ‘to 
the discussion of Wholesaler-Retailer Cooperation. The 
discussion of important” subjects will be. opened, by 
Rivers Peterson, Editor, Hardware Retailer; Hobart 
R. Beatty, Clinton, Ill., Past President of the National 
Retail Hardware Association, and C. S. Harper of 
Harper & McIntire Co., Ottumwa, Iowa. 

Report of Committees on such important subjects as 
freight classification, distribution cost of individual 
lines, etc., will follow. 


Hardware Manufacturers Association may have 
full understanding of the whole Trade Practice 
Conference idea, the Tuesday afternoon session 
of that Association will be featured by an address by 
Nelson B. Gaskill, member of the New Jersey Bar and 
former Chairman of the Federal Trade Commission, 
who is a foremost authority on the subject, who will 
without prejudice lay before his audience the advantages, 
and disadvantages, if any there be, of Trade Practice 
Conference commitments. Like the morning session, 
this meeting will be open to all delegates to the Conven- 
tion and should be one of the most interesting and 
profitable meetings of the week. 

This address will be followed by another of equal 
(Continued on page 98) 
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HOME OWNERS BUY 


Be I TER 


TOOLS 


THAN DO MECHANICS 


who sells better “mechanics’ tools” to home own- 

ers than he does, as a rule, to mechanics. It 
couldn’t be done everywhere, of course. Thomas E. 
Dyche is fortunate in that he serves a select clientele; 
just the same, he makes the most of it. 

Mr. Dyche operates the Broadway Hardware Co. at 
311-13 Westport Road, Kansas City, Mo. It is one of 
the most progressive hardware stores in his part of the 
country. For this there is one chief reason—Mr. Dyche 
himself. 

With becoming candor he takes little credit for his 
advantageous location. Eleven years ago he ran into an 
opportunity to buy a bankrupt hardware stock. He 
bought it. After that the future was up to him. 

Strictly speaking, the Broadway Hardware Co. isn’t 
on Broadway. It’s a few doors east. Nevertheless, he 


lf I VHINK this over: Here’s a hardware merchant 


gets all the Broadway advantage. His loéation is worth 


a bit of discussion. 

Broadway is the main traffic artery between southwest 
Kansas City—where most of the more prosperous dwell 
in one of the outstanding residential sections of the land 
—and downtown Kansas City—where they make the 
money that enables them to live on the upper shelf. 

After Broadway crosses Westport Road it becomes 
Mill Creek Boulevard, which continues south and leads 
into Wornall Road. This thoroughfare penetrates 
Kansas City’s famous Country Club district. 

Many years ago Westport Road was the main street 
of old Westport, where trains of prairie schooners took 
off down the Santa Fe Trail for their destinations in the 
western wilderness. Over the ground for two or three 
miles south of the Dyche store the Battle of Westport, 
often called the “Gettysburg of the West,” was fought 
during the Civil War. That’s the background. 








A glimpse of the tool section of the Broadway Hardware Co., Kansas City, Mo. 
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Every morning and evening probably not less than 
twenty thousand cars sweep along these three joining 
arteries. Thus the Dyche establishment stands close to 
the bottle-neck through which all this rich traffic gurgles. 

Because of its merchandising enterprise the Broad- 
way Hardware Co. collects voluntary toll, a fair share 
of which takes the form of tool volume amounting to 
five or six thousand dollars annually. Mr. Dyche ex- 
plains: 

“Most of our good tools are sold 
to home-owners. We sell them better 
tools than we do to the average car- 
penter. Of course, we are lucky in 
having a large proportion of the 
moneyed class in Kansas City to deal 
with. They have splendid homes and 
take pride in them. 

“It is no trouble at all for us to 
sell a five-dollar saw to the house- 
holder. Our salespeople are trained 
to show the highest-priced goods first. 
Though we admit our good fortune 
in being able to serve such an ad- 
vantageous market, it is nevertheless 
a fact that many-a dealer 
fails to move high-quality 
goods simfly because he 
works from the 
bottom up rather 
than from the 
top down. 

“Even among 
the less wealthy 
it is often possi- 
ble to sell better 
grade goods 
when their un- 
questioned merit 
is made clear. 
Few people actually prefer shoddy stuff, but many often 
buy it because the quality argument is not positively pre- 
sented by the merchant. 

“In our opinion, it does not pay to display many cheap 
tools. We don’t. Whether it’s a saw, hammer, hatchet, 
square or plane, there is always a true and interesting 
story to tell the customer about the material in that tool 
and the process of making it. A better saw will do 
better work every time and, in the long run, it’s the 
cheapest. 


metal and 






reliability.” 
E. Dyche, 


City, 


‘é 

Arter all, most well-to-do-people are thrifty. 
That’s why most of them got to be well-to-do. So they 
readily absorb the quality appeal. To them it’s not a mat- 
ter of extravagance; it’s a matter of economy. They 
want good things and they take care of their things. 

“Tool kits? Yes, we sell them, especially just before 
Christmas. However, we find it a little hard to sell a 
kit just as it comes. The average buyer, with us, wants 
to make his own selection of the tools to go in his kit. 
Consequently, we make up kits to suit each purchaser. 

“In selling tools or anything else, we try to talk 
frankly. If a customer is considering a cheap hammer 
and asks us if it is a good one, we tell him no. Then we 


“TN selling tools, or 
I anything else, we 
try to talk frankly. 

If a customer is consid- 
ering a cheap hammer 
and asks us if it is a good 
one, we tell him ‘no.’ 
Then we tell him the dif- 
ference between forged, 
tempered steel and cast 


tough claws will pull a 
nail when the claws of a 
cheaper hammer will 
not with any degree of 


Hardware Co., Kansas 





tell him the difference between forged, tempered steel 
and cast metal and why hard, tough claws will pull a 
nail when the claws of a cheaper hammer won’t with any 
degree of reliability. 

“Because of the heavy home going traffic we stay open 


every night until seven. Between that hour and half 
past four we often do more business than during the 
rest of the day. It is then that we drive our liveliest 
tool trade, emphasizing quality every 
minute of contact with the customer. 

“Though we get a price that con- 
forms with the quality urged, we are 
careful to fix that price at a reason- 
able figure. Our customers are just 
as shrewd shoppers as the customers 
of any other dealer and merely be- 
cause most of them are prosperous 
is no reason why we should push any 
other policy. 

“Neither do we try to sell them 
tools, or any other class of hardware, 
which they do not really need. As 
every dealer knows, he can be a 
mighty good guide in this respect. 
Our business has grown to what it is, 
we feel, because our people can rely 
on our word. They have confidence 
in us and we in them. It is on some 
such basis that every healthy busi- 
ness must be built. 

“We push quality tools because we 
are firmly convinced that in nearly 
every case quality tools are a far 
better buy than the other kind. 
Here and there an exception to this 
principle may arise. If so, we admit 
it without parley and make the sale fit the need. But we 
like to have the tools we sell represent the reputation 
we try hard to maintain. We don’t know any other way 
to carry on a respectable hardware business.” 


why hard, 


— Thomas 
Broadway 


Mo. 





Keep Tool Samples Spick and Span 


NOW that open type tool displays are being generally 
favored by hardware dealers, it will be necessary for the 
merchant to see that tool samples receive better care than 
when glass front tool cases were in vogue. Nothing 
can detract from the sale of a high grade tool, more 
than to have the salesmen proffer a dirty, rusty or shop 
worn tool. True, a small rust spot left on a fine saw 
by a perspiring thumb has little effect on the inherent 
quality of the saw, but such a rust spot often has a 
disastrous effect on the mind of the customer. 

It is a good plan to keep a slightly oiled rag handy 
and to make it imperative that every salesman wipe 
off the metal parts of every tool he has shown, before he 
puts them back in stock. Some dealers, who are using 
the open type panels for tool display have mounted the 
samples with spring clips and as the sample on the panel 
is the only one shown, it is the one the customer re- 
ceives. Dealers who are using this method assert that 
such samples seldom stay on the panels long enough to 
become shop worn. 
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PLAYING THE GAME! 


By SAUNDERS NORVELL 


Crime,” there is a most exciting story told about 
a card shark, who won large sums of money at a 
well-known fashionable club, where the stakes were high. 
This man always won. His winnings were very large. 

Finally, some of the other club members secretly got 
together and employed an expert gambler to find out 
just why this man always won. This gambler was in- 
troduced into the club and played a number of games. 
One night, after playing, he informed the club members 
that the cards were marked. 

The cards used were what is known as “angel” cards. 
There was a picture of an angel with widespread wings 
on the back of each card. The gambler showed where 
the backs of the cards had been carefully tinted with 
various colors. The work evidently was done with a 
brush by an expert. An investigation led to the dis- 
covery that all of the cards in the club had been marked 
in this manner. A further investigation developed the 
fact that the manager of the club some time before had 
been offered a large lot of these high-grade “angel” 
cards at an especially interesting price. He had bought 
the cards at what he thought was a bargain. Every 
deck, it developed, was marked. It therefore happened 
when the cards were brought to the members to play 
with, no matter what deck was opened, this card shark 
would have marked cards to play with. This crook had 
had this large quantity of cards marked and had ar- 
ranged through a confederate for their sale to the club. 


T a book I referred to recently, “The Omnibus of 


I WAS discussing this story with an expert bridge 
player here in New York. He had heard of the same 
story. He stated that this story was based on fact. 

Our conversation drifted to the winnings that are 
made at cards. I expressed the opinion it would be 
very difficult for a man to cheat at bridge, as every 
card was kept track of so carefully. Of course, I could 
understand in a game of poker how cheating could be 
done. 

When I was in business in St. Louis, a manufacturer 
selling wire cloth came out to my home one evening for 
dinner. My children at that time were quite young. 
After dinner this gentleman amused the children with 
a lot of card tricks. It was really quite marvelous what 
he could do. As we sat around the table, he had one of 
our children shuffle the cards and then he proceeded to 
deal us hands. One hand was a full house, another a 
straight flush, another a regular flush; in fact, each 
player received a very high hand. This gentleman then 
proceeded to deal other hands, and he could give us any 
kind of a hand he pleased. Never before had I realized 
how a deck of cards could be manipulated right in front 
of your eyes, without your being able to understand 
just how it was done. 

Later I discovered that this wire cloth manufacturer 


was one of the leading amateur artists in legerdemain in 
the United States. Most of his tricks he explained to 
us. Many of them were based upon the fact that move- 
ment can be quicker than the eye can see. This gentle- 
man could palm cards and palm coins in the most mar- 
velous manner. The cards and coins seemed to instantly 
disappear into space. After seeing what he could do with 
cards, I have always thought it was a good thing to 
steer clear of strangers in a card game. 


sé 

I; seems almost impossible to me,” I said to my 
friend, “for a man to practically win all the time at 
bridge. Everyone knows that in constantly dealing 
hands of cards, the average in the values of cards must 
work out the same. How, then,” I said, “can one man 
win all the time.” “That is just the point,” replied my 
friend. ‘The average of the cards always does work 
out about the same. But an expert player Always wins 
more with the good hands and always loses less with the 
poor hands. A poor player, even when he has a good 
hand, while he may win, does not get all the possible 
points out of the hand. When he happens to have a 
poor hand, by his bad playing he loses much more than 
he should. 

“For that reason,” said my, friend, “there are some 
expert players who always win, or break even, and the 
above is the explanation. It is not that they get better 
hands, but they know just what to do with the hand that 
1s dealt to them.” 

I myself am a very poor card player. I have never 
devoted the time to any card game to become highly pro- 
ficient. Besides that, I think it takes a certain type of 
mintl to be a good card player, and I am quite sure I 
haven’t that kind of a mind. However, in thinking over 
the remarks of my friend, it seems to me that being 
successful or unsuccessful in business is just about the 
same thing he describes as the winner or loser at bridge. 
The successful business man when he strikes a lucky 
streak, in other words, when he gets good cards, makes 
hay while the sun shines. He plays his advantages to 
the limit. He gets his while the getting is good. 

On the other hand, this same business man, when con- 
ditions are running against him, plays the game so care- 
fully that he reduces his losses to the minimum. 

This thought of my card playing friend may not 
mean very much to you, but as I thought over his re- 
marks it has made clearer to me why some of the busi- 
ness men I know have succeeded while others have 
failed. Let me give you just a few illustrations. 

Take a business paper, for instance. Have you ever 
noticed that sometimes it swells up into very large pro- 
portions, both written matter and advertising, while at 
other times it is quite thin. What is the reason? At 
some seasons of the year, at vacation time, for in- 
stance, there is less reading, because so many people are 
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taking vacations. In other words, magazines minimize 
their losses by reducing volume of product in the slow 
seasons. 

This same principle is especially true in advertising. 
There are certain seasons on certain lines of goods 
where advertising should be doubled or trebled. There 
are other seasons when the careful advertising man 
trims down his advertising. Just watch the advertise- 
ments as Christmas approaches. See how all the maga- 
zines expand with advertising. During the next three 
months people plan for Christmas. They plan their 
purchases. Many people buy far ahead and put away 
their Christmas presents. They buy when they have time 
to purchase. They do not like to shop in crowds. It is 
surprising the amount of Christmas business that is 
done far in advance. Advertisers know this and they 
also know the value of repetition in advertising. So you 
will notice at this time of the year Christmas advertising 
is already under way. The good players in the advertis- 
ing game are beginning to play to win. 

Of course, in selling we also see the working of the 
same principle. A good salesman in working his terri- 
tory will put on full steam at the right time of the year. 
He will not hesitate to spend money in traveling. He 
will travel hard, working night and day. He is playing 
his selling hand for all it is worth, while the playing is 
good. When the dull period of business rolls around 
he will relax in his efforts and will save in every way 
he can. 

Again this principle holds good in the management 
of salesmen. Every up-to-date sales manager knows 
when to put on full steam, when to push sales, when to 
spend money, and he also, if he is a good sales manager, 
knows when to quickly retrench, cut down his sales 
effort and reduce expenses. 


‘Tuas law also applies to manufacturing. Every good 
factory manager is a student of when the maximum 
load in manufacturing must come, also when he must 
retrench. This is why it is necessary to have the closest 
cooperation in handling the manufacturing business be- 
tween the production end of the business and the selling 
end. When the two work hand in hand, the game is 
played to get the best results when business is good, and 
to quickly stop losses when business falls off. 

This same principle holds good with our public utility 
corporations. Did it ever occur to you when you sat in 
your office on a bright afternoon that comparatively 
little electric light was used in the city? Suppose sud- 
denly a thunder storm should come. Suppose it turns 
dark. Then everybody in the middle of the afternoon 
suddenly turns on the electric lights. Somewhere among 
the motors and dynamos somebody must stand ready to 
produce the electric current. Those who supply light 
and power to our cities must carefully study the periods 
in the year when they must be prepared to take care of 
the peak loads. They must be ready to drive the power 
through a million wires. At the same time they must 


also watch and not waste money by having this power 
prepared and wasted when it is not needed. 

Last, but not least, has it ever occurred to you how 
some men have the ability to use their own physical 
strength and their mental powers to, the limit, when they 
are needed? 


When their physical or mental strength is 





not needed, they have the ability to immediately relax 
and save power. 

Napoleon Bonaparte had the peculiar ability to throw 
himself on the ground in the midst of a battle and snatch 


two or three hours of sleep. Napoleon, it is said, only 
slept six hours out of the twenty-four, but he had the 
ability to relax and to sleep whenever and wherever he 
pleased. 

Action and reaction is the law of the world. Nowhere 
in physics do we find any condition where this law is 
not in effect. There is night and day, summer and win- 
ter, heat and cold, acid and alkali, the rising and the 
falling of the tides. This law relates to minerals and 


gases. Heat means expansion. Cold means contrac- 
tion. The hardest rocks are constantly contracting and 


expanding. Gases follow the same law. 

Now, how about you?) The man who has the ability 
to stand the hardest strain in the way of mental labor 
must necessarily be the man who understands the art of 
relaxation. By relaxation I do not mean taking a vaca- 
tion évery few weeks. I mean that the hard worker, 
the serious man who has a sense of humor, and who can 
occasionally laugh or be amused, or be interested in 
small matters, or play little games, does relax. and 
through these methods of relaxation he builds himself 
up for heavy strains when they do come. 

No expert trainer of athletes in the world would ever 
take his athlete and train him to an edge and keep him 
on edge for a long period of time. All training is done 
up to a certain point, and then every physical director 
knows if the training is continued the athlete goes stale. 
All of us, if we attempt to stand a strain too long, go 
stale. All of us need a change; a change of occupation, 
a change of thought, even, I sometimes think, a change 
of friends. 

I knew a great merchant who had a number of axioms. 
Some of these axioms I have remembered for many 
years. Most of them were worked out from his own 
practical experience. One of these axioms was “Push 
success.” If business is good in a certain section, push 
business in that section. If an account is good, study 
that account and try to sell them more goods. Good 
business comes from good customers. On the other 
hand, according to this merchant, drop failures like a 
hot rivet. Don’t chase failure. Don’t waste your time, 
just as a matter of pride, trying to make a success of 
something that will not succeed. This sort of philosophy 
sounds cynical but it is not. 

This merchant to whom I refer built up a great force 
of successful salesmen. It was often said that he was 
a wonderful judge of men. He told me once that no 
man was a very good judge of other men. He said he 
himself was not an especially good judge of men, but, 
he added with a smile and a twinkle of the eye, “J am 
the quickest man in the world to get rid of a failure 
when I pick one up. I eliminate. I don’t want a dead 
customer or a dead salesman, like a grindstone around 
my neck. The trouble with these dead ones is that they 
consume your time and attention, which might other- 
wise be devoted to getting good results from live ones.” 

After all, it does seem that is a pretty good plan on 
which to play business, like experts playing cards—play 
the good hands to win all they are worth and play the 
poor hands to lose just as little as possible. 
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HARRY W. COLLINS NEW 


John Wyeth Succeeds W. H. Fitch as President of the 
Hardware Golf Association, Following Tournament at 
Excelsior Springs, Mo., Sept. 13-14 and 15. 


By DICK SUNDVAHL 


Secretary Hardware Golf Association 


Tournament at Excelsior Springs, Mo., Sept. 13, 

14 and 15, drew an attendance of 135 participants 

and onlookers, all a bunch of the finest of fine fellows. 
The weather was ideal except for a period of about two 
hours in the morning on Friday, the 13th, but at noon 
the sun burst forth in all its glory, and from then on 
during daylight hours spread its brightness and cheerful- 
ness on the gathering of Hardware golf enthusiasts. And 
at night if any of them stepped outside of the fine big 
Elms Hotel, away from their opponents of other, inside 
games, they found a beautiful moon watching over them. 
It is doubtful if anyone did stray outside as there was 
much fun inside. 
The first 


‘ke Fourth Annual Hardware Golf Association 


of the Hardware Retailer Cup, to be in his possession 
until next year’s winner is determined. It was won last 
year by John C. Fish of Shelby Metal Products Com- 
pany. 

Now came on the lineup for the big battles of the 
year for the Championship of the Hardware Golf Asso- 
ciation and the winners of the extra flights. 

The field was placed in flights of sixteen each. As is 
the custom in all major tournaments, last year’s cham- 
pion, E. E. Baldwin, of the Corbin Screw Corporation, 
was “seeded” in first place, then the fifteen low scorers 
were placed in regular established order. The other 
flights, B, C, D, E, F and G, were likewise arranged. 

After playing 
one round 





struggle for su- 
premacy was the 
qualifying round 






on Friday after- 
noon, two rounds 
of 18 holes each 


Friday morning. 
That was won 
by Paul R. Fish 
of Butterick 
Publishing Co., 










“We believe there is more in business than 
simply interchanging goods and money™ 


SECRETARY-TREASURER 


on Saturday and 
the final round 
Sunday morn- 
ing, Harry W. 
Collins of Geu- 

























who had a score 
of 38-40, total 
78 for the 18 
holes, which 
with a handicap 
of 10 strokes 
gave him a net 
of 68, and made 
him the winner 





HE Elms Hotel which 

provided delightful head- 
quarters for the fourth annual 
Hardware Golf Association 
Tournament, held at Excelsior 
Springs, Mo., September 13, 
14 and 15. 
Above: The unique letterhead 
used by the Hardware Golf 


Association 


321 W. RANDOLPH BT 
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HARDWARE GOLF CHAMP 


der, Paeschke & Frey Company came 
through with flying colors, beating by 3 
up and 2 to go, Dick Sundvahl of the 
Corbin Screw Corporation; Harry Col- 
lins thereby winning the Hardware Golf 
Association Championship Trophy, which 
remains in his possession until next year’s 
champion is deter- 
mined. 

Winners of the 
other flights were as 
follows: 

Class B—D. O. 
Macquarrie won 
from R. G. Hollings- 
worth. 

Class C — Harold 
G. Starks won from 
V. Noland. 

Class D— Earl 
Vance won from 
Harvey T. Hill. 

Class E — George 
Allen won from 
George Wharton. 

Clas F—E. L. . 





RAs “DICK” 
SUNDVAHL 


Secretary, whose mod- 





JOHN WYETH 


Newly - elected Presi- 
dent 


Heverly won from 
E. B. Steele. 

A Special Flight 
Class G for those ar- 
riving late on Friday 


esty in making this 
interesting report ne- 
glected to state that 
he was runner up in 
the final round won 


by Mr. Collins. 





was won by John 
Wyeth from Ray Cusack. 

Sunday morning there was a Last 
Chance Medal Play Event open to all who 
lost Saturday afternoon and also others 
who did not arrive until Saturday. 

The low gross winner of this event was 
Julius K. Werner and the low net winner was F. J. 
Daugherty. 

A total of 117 played during the tournament. 
year 81 played. 

Officers elected for the coming year are John Wyeth, 
Wyeth Hardware & Mfg. Co., St. Joseph, Mo., who was 
elevated from the vice-presidency to the presidency, suc- 
ceeding W. H. Fitch, Richards-Wilcox Mfg. Co., Au- 
rora, Ill., who for the past year has headed the Hard- 
ware Golf Association. N. A. Gladding, E. C. Atkins & 
Co., Inc., Indianapolis, Ind., was chosen as vice-president. 
The president and vice-president, with the secretary and 
the following, George Beaudin, W. H. Fitch, E. R. Swift 
and Edwin Wollaeger, comprise the board of directors. 

Those in attendance were as follows: 

D. M. Andrews, Harpware AcE; J. W. Anderson, 
Sheffield Steel Corporation; George A. Allen, Chas. 
Parker Co.; E. E. Anderson, The Anderson-Pitt Cor- 
poration; Ed Anderson, Knapp & Spencer Hdwe. Co., 


Last 





W. H. FITCH 


Retiring President 


Barney Barnard, Empire Rubber Co.; 
W. M. Baldwin, Rogers & Baldwin Hdwe. 
Co.; W. A. Bowman, Atlantic Screw 
Works; George H. Beaudin, W. M. 
Dutton & Sons; A. C. Barclay, Cleveland 
Twist Drill Co.; H. A. Bokram, Corbin 
Screw Corporation; E. E. Baldwin, Yale 
& Towne Mfg. Co.; 
W. W.. Brasier, 
Sligo Iron Co.; 
S. <A. Boedecker, 
George T. Bailey, 
Oliver Iron & Steel 
Corporation. 


C. C. Carter, Car- 
ter Hdwe. Co.; R. R. 
Cronkite, HARDWARE 
AcE; R. V. Cusack, 
Richards & Conover 
Hdwe. Co.; H. W. 
Collins, Geuder, 
Paeschke & Frey 
Co.; J. Earl Cham- 
bers, O’Dea Hdwe. 
Co.; J. C. Carson, 
Greenfield Tap & Die Corporation; J. A. 
Clancy, Bunker Mfg. Co. 





N. A. GLADDING 


Vice-President 


George E. Dresser, The Carborundum 
Co.; Phelps Daughaday, P. & F. Corbin; 
F. J. Daugherty, Richards-Wilcox Mfg. 
Co.; W. M. Dutton, Jr., W. M. Dutton & 
Sons ;*S. Horace Disston, Henry Disston 
& Sons; M. Dildine, Richards & Conover 
Hdwe. Co. 

B. E. Ericsson, Norton Door Closer 
Co.; C. R. W. Edgcumbe, American Builders; A. J. 
Eggleston, Richards-Wilcox Mfg. Co.; G. W. Eck- 
hardt, Henry Disston & Sons; Howard J. Ellfeldt and 
Fred A. Ellfeldt, Ellfeldt Hdwe. & Mch. Sup. Co.; W. 
D. Eck, Lee Kountze Hdwe. Co. 


John C. Fish, Shelby Metal Products Co.; Paul. R. 
Fish, Good Hardware; Edw. O. Faeth, Stowe Supply 
Co.; C. E. Foster, Bommer Spring Hinge Co.; W. H. 
Foege, American Steel & Wire Co.; W. H. Fitch, Rich- 
ards-Wilcox Mfg. Co. 


W. F. Girard, Richards & Conover Hdwe. Co.; F. P. 
Gilbert, Reed & Prince Mfg. Co.; Walter H. Grimm, 
W. H. Grimm Hdwe. Co.; P. T. Gibbons, The Stanley 
Works; S. P. Gilbert, Payson Mfg. Co., George H. 
Griffiths, HARDWARE AcE; C. T. Gadd, Garver Hdwe. 
Co.; L. E. Gilliard, Fayette R. Plumb, Inc. 


(Continued on page 97) 
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AN EASY AND PRACTICAL METHOD OF 


CUT TING STENCIL 


By JOSEPH BERTRAM JOWITT 


EARLY every retail merchandiser occasionally is 
N in need of a good stencil alphabet together with 

a few simple instructions telling him how to cut 
letters for stencils. 

The process for cutting letters for stencil work is very 
simple when one knows just where to cut and just how 
to prepare the paper pattern so it will hold up and 
permit the operator to produce from 50 to 200 show 
cards or signs. There are many articles which the 
hardware merchandiser would like to feature all the 
time but has not the time to be continually making fresh 
shows cards and a card that is soiled or defaced in any 
way has lost its power as an advertising medium: Such 
signs as, NO SMOKING, CLEAN-UP PAINT-UP 
WEEK, KODAK DEVELOPING AND PRINTING, 
or paper flyers for the show windows (which must be 
continually changed) may 


The selection of material for making stencils has a 
good deal to do with the number of show cards required. 
For instance, if ten or twelve prints are required a plain 
piece of manila paper will answer, it may be prepared 
in the following manner: After marking out the letters 
or pattern in lead pencil or crayon give the whole pat- 
tern surface a thin coat of white or orange shellac, the 
pencil marks will show plainly through the transparent 
shellac coating. In°from fifteen to twenty minutes the 
shellac will be dry or set enough to permit cutting out 
of letters. It is always advisable to make one or two 
extra impressions on the same kind of paper before the 
stencil begins to wear out, this will save the time re- 
quired to draught another one should the original stencil 
break. 

If sixty or more impres- 





be made in a few sec- 
onds by having a stencil 
handy. There are regular 
brushes made for stencil- 
ling with short, stubby 
bristles cut square on end. 
Stencils for inside use may 
be done with show card 
water-color inks. Those 
for outside use may be done 
with oil or Japan colors. 
Both the oil and water 
colors should be as thick as 
possible to prevent them 
from spreading or working 
under the letters. 








VET 
PAINT : 


Compliments of 
Brown Hardware (o. 


sions are required it is best 
to procure the regular oil 
paper which is especially 
prepared for stencil work, 
is very easily cut and will 
last for some time. 

Should a stencil of 
permanency be required, 
something that is practically 





indestructible the best thing 
use is sheet celluloid, 
such as is used for side 
curtains on automobiles; it 
comes 20 x 48 inches, and 
is on sale at most auto sup- 
ply stores. On account of 
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ABCDEFGHI 
JKLMNOPQ 
TUVWAYZ 


Nine Basic Strokes to practice 


W=CIIZ4 


LET TERS 


its transparency it may 


i i be a ‘en 
placed over a pattern of letters 
or any stencil design and the — 


cutting done with the tip end of 
a sharp pointed penknife. If 
the knife is held slightly on a 
slant instead of perfectly 
straight while cutting it will 
not be so easy to break or 
wrinkle the stencil. Stencils 
should never be rolled up but 
kept in a flat position either be- 
tween the leaves of some book 
or under some heavy weight; 














this will prevent curling up or 

the breaking of ties which hold 

the center of letters in place. In cutting paper stencils, first 
sketch out a rough design in pencil; then lay over a 
smooth surface to cut out the letters (a piece of glass or 
a smooth piece of soft wood is the best surface to cut 
on). The word “TIE” means the connecting thin strip 
which holds the center of letter in place, permitting the 
remaining part of letter to be cut away. The beginner 
should study the alphabet shown herewith until he is 
familiar with these ties and just where they support 
each letter. The breaks or open spaces shown vn each 
letter (excepting letter “I”) show where the tie or 
supports hold the letter in place, the wider the ties the 
longer the stencil will last. 

The stencil should be held firmly while stenciling or 
the color may work under the pattern and the edges 
of letters will be ragged. Coach colors ground in japan 
if used in heavy paste form work the best (if too thick 
add a few drops of turpentine). Water colors or the 
regular prepared show card inks may be used for 
indoor show cards; these also must be used thick. 

Only the round, regular stencil brushes should be 
used; these are of hard bristle, the hairs short and 
stubby, and may be had in several sizes. The proper 
way to apply the color is to place a small amount in a 
saucer or on a piece of wood or glass, then proceed to 
go over stencil, using a patting or pouncing motion; do 
not use a side or slide movement, as this will surely 
break any stencil and leave the letters streaked. After 
dipping the brush in the ink, pounce it several times on 
a piece of paper or wood so as not to get too much ink 
on stencil. 

After the show card is finished the ties may be painted 
out with a small brush; this will give the lettering a 
hand style appearance like the illustrations here. 

The letters which will require the most care in cutting 
are the round letters: B, C, D, G, O, P, Q, R and S, the 
remaining letters will be easier to cut on account of 
their simple straight lines. 


The small blade of a penknife may be kept always 
sharp by occasionally rubbing it on an oil stone; do not 
attempt to cut a stencil with a dull-pointed knife. 

The beginner will notice that some letters require 
one, two or three supports or ties, while the capital 
letter “I”? requires none at all. The letters F, J, L and 
T would hold up for a while without any ties because 
there is no center to be cut away as in the round letters 
mentioned before; of course, the more ties used the 
stronger the stencil will be. 

Stencils could be made for housefurnishing specials ; 
these could be stenciled on a metal or glass bulletin 
board or on white strip of paper; little fancy designs or 
scrolls may also be added. Roses or other flowers may 
be cut from wall paper or seed catalogs and used for 
border stenciling. : 

The alphabet shown here is known as Uniform-Stroke 
Gothic; the letters are made in one, two, three, four or 
more single strokes, as the arrows and number of strokes 
signify on plate. The first stroke taken in forming 
these letters is always at the left, then at the right and 

(Continued on page 101) 


H.HILL&Co. 
ASH CANS 


Stencil idea for ash cans. 
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“CAN THIS BE THE 


HE above question is broached by almost every 

customer as they enter John Roloff’s rejuvenated 

store at Park Ridge, Ill. It is rather astounding 
that a somewhat typical antedated hardware establish- 
ment could be completely transformed into an ultra 
modern store, so quickly and yet so thoroughly. How- 
ever, patrons are not the only folks who are compliment- 
ing John Roloff on his store’s improved appearance, for 
one of Cook County’s most prominent hardware dealers 
said: “Have you had a chance to see Roloff’s store in 
Park Ridge since he put in the new fixtures? There’s 
the most compact, as well as the neatest, small hardware 
store in Cook County.” This compliment, coming from 
a fellow merchant, surely attests the effectiveness of the 
transformation. 

The example set by John Roloff would seem to dispel 
the theory that it requires a young proprietor to keep in 
step with the changing merchandising methods being 
currently used by progressive merchants. The changes 
he has effected would make even the most alert “young 
blood” sit up and take notice. This, notwithstanding 
Mr. Roloff’s 59 years and the fact that during the past 
27 years he has guided the destiny of his store from 
practically a standing start tu its present key position, 
which has been attained through the adoption of a series 
of improved methods. 

“My first location provided a room, 13 x 30,” said 
Mr. Roloff, “and I occupied it for the initial four 
years I spent in 
the hardware 
business. Step 
by step, my busi- 
ness grew, until 
it was possible 
for me to move 
to a larger build- 
ing on the cor- 
ner, up the 
street, where we 
remained for the 
next eight years. 
In 1915 our 
business had im- 
proved to the 
extent that I was 
able to erect our 
present building, 
which is thirty 
by sixty-five and 
has two floors 
and full base- 
ment. 

“During the 
past few years, 
especially, we 


added to our stock to such an extent that we were fast 
reaching the place where we couldn’t find ample space 
to properly display our goods. As a result, things were 
in a terrible mess. We found it was practically im- 
possible to show more than half of our merchandise 
under favorable display conditions, as we were behind 
the times with our equipment. The ‘boys’ were kick- 
ing about things being topsy-turvy and old-fashioned, 
so I made up my mind to fix up in good shape, using 
the most modern type of hardware store fixtures avail- 
able. We had the Duluth Show Case Company’s, Du- 
luth, Minn., representative out and while he was here, 
he made a rough draft of the proposed new lay-out, 
which appealed to us and we ordered the fixtures on 
the spot. 


66 

Tue new equipment has also enabled us to display 
about half again as much merchandise in a far more 
productive fashion. We have people who come in and 
pick up articles we have carried for years and say: 
“Why, I didn’t even know you carried these before!’ 
It goes to show, a lot of people hesitate to ask for an 
article unless they can see it. I guess it’s because they 
have received sharp answers or offensive replies, when 
they have asked for some articles in other stores, that 
were not stocked by them. At any rate, our sales on 
many items, which were formerly slow moving under 
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our old display arrangement, are selling more rapidly, 
since we made the change. 

“As the new fixtures are low in height, they permit 
us to see what is going on in every part of the store 
from practically any spot in it. No merchant can keep 
too close a ‘tab’ on this feature, so we consider it a 
big help. In addition, the low fixtures make it an 
easier matter to wait on customers who want the seldom 
called for articles, which are usually placed so far ‘out 
of the way,’ under ordinary circumstances, that it is 
often impossible to find them at all. 

“There’s something about a modern store arrange- 
ment, like ours, that strikes the public’s fancy. They 
like to have the opportunity to circulate around the 
store and really handle the merchandise that appeals 
to them. Show cases, counters, and the extensive use 
of glass over displays, in our estimation, tends to re- 
duce this tendency, as such display methods seem to put 
up a barrier between the goods and the customer. The 
old time merchant, who took offense, when a customer 
‘helped himself,’ by picking up any article to inspect 
it on his own initiative, without having it passed to him 
by the dealer, will soon be out of the picture if he insists 
on adhering to similar old-fashioned ideas. We want 
our customers to feel free to look around and inspect or 
pick up any article that they are interested in, for we 
know we will sell them more goods in this fashion. 

“We have already noticed an improvement in business 








SAME PLACE?”— 


and at the same time we can give our customers quicker 
and better service. We find we have more women com- 
ing in the store than ever before and there is more 
‘shopping around’ by all customers. They inspect all 
of the tables closely to see if they have forgotten any- 
thing, or can discover any article they can use to ad- 
vantage. Our experience is, that we don’t have as many 
shorts or outs as under previous conditions, for depleted 
stocks are more obvious to our eyes. 

“Then there’s another thing about making a change 
of this kind that is important in a small city, like Park 
Ridge. The townspeople take a greater interest in your 
welfare, if you provide a modern store, that compares 
favorably with the best. Your store at once becomes a 
civic institution and they are proud of it. Some of 
them come in and say: ‘Well, you’re getting pretty 
swell—this is the best looking hardware store I have 
ever seen!’ I can see that they take almost as much 
pride in the new equipment as we do. 

Thus, does John Roloff place his name on record as 
being a firm believer in the advantages offered by mod- 
ern store equipment. Other hardware merchants, who 
may be having similar experiences now, may find con- 
solation and encouragement in the fact that Mr. Roloff’s 
rise to ultimate success was beset with many troubles. 
He was 32 years old when he first entered the hardware 
business and almost everyone predicted his failure, be- 
cause of his inexperience, expressing their opinion that, 
‘John Roloff is 
too old to learn,” 
His capital was 
limited to $700 
of borrowed 
money and’ he 
was forced to 
seek outside op- 
portunities after 
store hours, to 
make both ends 
meet at the start. 
But, even with 
these handicaps, 
hard work, 
perseverance 
and the _ fore- 
sight to con- 
stantly improve 
the facilities of 
his store finally 
spelled success. 





View from the 
front of the 
Roloff store’ in 


Park Ridge, IIl. 
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BUYING FOR 


Net PROHAT 


By FAYETTE R. PLUMB 


RIVING from Harrisburg to Philadelphia re- 
D cently, I was impressed anew with the substantial 

character of the farm buildings, the variety of 
the crops, chiefly corn, wheat, tobacco, barley, oats and 
hay and the immense size of the industrial plants in the 
larger places. As I drove into Lancaster, the Central 
Hdwe. Co.’s store with their big sign, stood out promi- 
nently. I knew that they had grown from a small begin- 
ning ten years ago until they were now recognized by 
the farmers for miles around and by the workers in 
Lancaster plants, as headquarters for dependable hard- 
ware. I had met Ed Hatch and the chance to find out 
why he had done so well, was too good to miss. 

As I turned off my Ford at the curb I saw Ed through 
the wide doorway in his shirtsleeves with his hat pushed 
back talking to a farmer. He recognized me as soon 
as he saw me. “Why Fayette, what are you doing here? 
I thought you big manufacturers all went to Europe for 
a summer vacation.” “Not me Ed,” I laughed. “A trip 
once in a while in the little old Ford to some place where 
I can stretch my muscles and work up a good sweat, is 
a better tonic for me than pursuing culture in foreign 
lands.” Hatch smiled appreciatively. ‘Come on in. I 
want you to see my place.” 
the store my eyes sought 
the tool display and I 
noted with satisfaction the 
Axe Rack with a dozen 
axes well displayed near 
the front of the store. Ed 
helped by saying, “Axes 
are moving well. We had 
to order two dozen more 
through our jobber when 
I thought I had plenty for 
the season.” I admired 
the accessibility of all his 
stock while we walked 
down the wide aisle to the 
back where, on a raised 
platform enclosed by a 
rail, Ed Hatch from his 
desk, could be ever ready 
to help out when a cus- 
tomer needed attention. 

“Ed,” I said, as he 
pulled a chair for me 
alongside his desk, “Why 
is it that you have a trade 
so much better trade than 
the other stores in town?” 
He hesitated a moment. 


Naturally as we entered 





Taken at the recent Biloxi (Miss.) convention, showing Mr. 
Plumb on the right talking with R. J. Atkinson, Brooklyn, 
N. Y., former National Retail Hardware Assn. President 


“Because I know what kind of trade J want and know 
what they want.” 

Stop a minute and think of that. Ed Hatch on the 
edge of Lancaster, studied his surroundings. He saw 
the farmers round about were good buyers whom he 
could attract to his store. He knew the men who lived 
in his neighborhood were largely workers in the plants 
at that end of town. After deciding that these were 
the customers with whom he could do the most business 
profitably, he found out the kind of hardware that they 
would buy. He didn’t just open a store and put in a 
stock for anybody that might come along. He de- 
termined the kind of customers he wanted and could 
attract to his store and he bought what he could sell 
them. This seemed to him and struck me as the key 
note of his success. Many hardware stores are not 
located where customers with such purchasing power 
can be attracted, but every store can be made to have 
an attraction for some class of purchaser. A store 
located in a tenement district of a large city has an 
entirely different class of customers from one in a 
wealthy suburb or an agricultural center. The mer- 
chant who tries to cater to all classes cannot compete 
successfully with the dealer who, like Ed Hatch, 
found out what were the 
kind of people in his lo- 
cality that he could serve 
best and then specialized 
in their requirements. 

“Ed,” I said after we 
had found we were think- 
ing alike, “does this cata- 
log branch in town bother 
you much?” He frowned. 
“Sure,” he replied, “They 
worry me more than they 
ought. They get a lot of 
publicity; people think 
their prices are cheap and 
some of their bargains 
are hard to beat. I find 
though,” he continued re- 
flectively, “that customers 
who have tried them drift 
hack. I think the answer 
is in.that phrase of yours 
I am hearing so much 
about at all our conven- 
tions lately: ‘More Than 
Price Tag Value.’ That 
means a lot. We do give 
it to our customers and 
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it is worth more to them than bargain prices. That 
farmer I was talking to when you drove up had just 
been to that catalog branch to buy an axe. He told me 
he looked all around their tool section and couldn’t find 
any. When he asked the clerk where they were, the 
clerk asked him what kind of an axe he wanted and 
after a lot of questions, brought out the catalog and told 
him to pick the axe he wanted from that. Old Bill 
said if he wanted to buy an axe from a catalog, he’d 
mail the order. He didn’t come to town to buy from 
a picture. Now mind you that branch has axes in 
stock right there, but instead of knowing enough to 
let a man look them over to choose the one he wants, 
they think the price is all he wants to see.” 


ak 

Or E of my women customers came back the same 
way. They had put a bathroom into their house and 
she supposed she could go to this catalog branch in her 
flivver and take her fixtures home with her. Not so. 
Some they had, but mostly the sizes weren’t right or 
she would have to order from the catalog. She told me 
and I sent her to The Eclipse household store that spe- 
cializes in such things.” “What Ed” I interrupted, 
“aren't they competitors of yours?” “Yes, in a way, but 
we keep off each other’s field pretty well. When it 
comes to tools and the lines I feature he sends customers 
to me and I do the same with him.” There was food for 
thought in this. I was learning something. Not only 
did Ed Hatch specialize in the principal wants of his 
particular class of trade, but he believes in reciprocity 
with potential competitors. 

“Ed,” I resumed, “beside the catalog branch store, 
you have a number of chain stores in town. I mean 
chain department stores, that sell all kinds of articles 
from 5 cents up. Do they take business from you?” 

“They do some that I can spare. I don’t mind losing 
that business. I couldn’t make money on it anyway. 
The only thing I guard against is that my customers 
don’t get the impression I am high priced. So,” point- 
ing to open display tables down the aisles, “you see 
out on these tables some knick knacks with cheap prices 
on them. They are not for sale. They are for show. 
I mean my clerks and I try to show our customers that 
a better article is worth the difference in price. You 
see these chains and the catalog houses too are up against 
a hard proposition. Their buyers have to buy articles 
that will sell in all their stores. For the regular chains 
it has to be cheap; something that a price tag will sell 
on appearance. Once in a while they will find something 
that suits this locality but generally I can find something 
that suits my customers better. I do not try to meet 
their competition. I try to beat it. I won’t handle any 
hardware that is just the same as theirs. I don’t invite 
direct comparisons.” Ed’s feeling showed in his face. 
I steered him back to the main question. I realized that 
the racket chains with their price limits could compete 
on only a very limited class of hardware items which 
were the least desirable part of a real hardware business, 
but the catalog branches had no such limit and I asked 
Hatch if their competition wasn’t more serious. 

“It is,” said Hatch, “but not so serious as you might 
think. They are handicapped the same as the cheap 
chains by having to buy articles that will sell everywhere. 





That may go in drugs or groceries and to an extent in 
clothing or house furnishings, but in a large part of 
hardware it doesn’t. Take that farmer with his axe 
for illustration. Around here there are two popular 
patterns. That catalog house does not carry either ot 
them. It is just like the bathroom fixtures. They 
haven't the variety to satisfy the wants of any particu- 
lar locality. Only the kinds that every branch can sell.” 

“Yes, but how about the price?” I insisted. I knew 
that this was their great bait. “They make the claim 
that they can distribute goods for less money than you 
can, buying through a jobber, and that this will draw 
the trade to them. That they have a more economical 
system of distribution.” 

“Ts that so!” Ed sat up as if he realized that this 
wasn’t a question that could be answered in a word. 
Turning seriously to me he said, “Don’t let them fool 
you. Your company has been in business over seventy- 
five years. You yourself started thirty years ago. You 
have advertised widely that you do not sell anything 
to catalog houses or chain stores. Stick to it and the 
hardware retailers will stick to you. I have told you 
that our customers come back to us because, to use 
your own words, we give them ‘More Than Price Tag 
Value.’ We know what our customers want. We have 
the variety suited to our own locality. We can help 
any customer select what he ought to have better than 
he can do it himself. If the catalog house carried a 
variety to suit the whole country and had salespeople 
who knew the kind of need that each article could best 
supply, where would their saving come in?” 


It was now my turn. “Well, it wouldn’t be much,” I 
agreed. “It would cost them fully as much to carry the 
stock and ship to their branches as it costs the jobber 
to ship to you. They have to provide the capital for 
both a wholesale and retail business and so need both 
profits. They have to wait as long as, or longer for their 
money, than the jobber does because they don’t get it 
till the consumer buys. They have a heavy cost for 
checking and auditing their branches that isn’t neces- 
sary when a retailer owns his own business. It seems 
to me they have to carry out all the jobbing and retail 
functions except selling the retailer. 

Ed could wait no longer. “What saving is that? My 
freedom of buying is worth all it costs. The hardware 
salesman is worthy of his hire and don’t let anybody 
tell you differently. He keeps me posted on new goods; 
what other retailers are doing and shows me so many 
selling helps from manufacturers that I have trouble 
selecting what I want. When there is a price change, 
he posts me right away. I don’t have to wait six months 
for a new catalog to catch up with the market. He does 
for me just what I do for my customers; he gives me 
‘More Than Price Tag Value.’ I am able to buy hard- 
ware that will sell to my customers. That is worth 
more to me and to them than any difference in price 
his salary might save.” 

I smiled at his earnestness. “Evidently Ed, you think 
you have them licked” I interjected. “I don’t think so, 
I know so,” he answered, “but a man has to be up and 
doing to do it. He has to specialize; determine the 


(Continued on page 99) 
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TWO SIDES TO 


THE QUESTION 


A Letter from Hamp Williams 


CORRESPONDENT writing to the Manufac- 
A turers Record, September issue, has this to say in 
part concerning chain stores: 

The common explanation is that the small independent 
grocers are bloodsucked by the strong competition of the 
chain stores—systems of mass merchandising in many 
lines that are growing by leaps and bounds throughout 
the nation. There are 1000 different chain systems op- 
erating over 70,000 separate stores, each chain doing an 
annual business running from $7,500,000 for the smallest 
chain to $900,000,000 for the largest. 

“Careful analyses made by impartial government ex- 
perts show, however, that the competitions of the chain 
systems are not as depleting to independent dealers as is 
popularly claimed, provided the independents will com- 
pete with the chains by adapting some of the economic 
business plans that the latter pursue. 

“Tt is plainly shown by the Department of Commerce 
experts that 81.4 per cent of the business failures are 
due to the one cause of ‘incompetence,’ and that boll- 
worm of business infests all forms of domestic commerce, 
but especially the business in the smaller forms that fill 
out the larger brackets. Thousands of retail stores are 
ill-advised because there is in the environment scant 
economic justification for them. The experts say ‘they 
represent Hope, Ambition and Poor Judgment. Too 
many of the new storekeepers are found to ignore such 
determining factors as the proximity of competitors, the 
nature of the surroundings, the convenience to car stops, 
the advertising necessities,.the number, types, purposes 
and destinations of the passers-by. 

“Another decisive factor, making for success or failure, 
is the handling of credit accounts. The chain stores carry 
no such risks; they are cash-and-carry concerns. The 
customers who use their cash in the chain store and want 
more goods go to the small dealers and persuade credit 
which they fail to redeem on pay day. It is in that fact 
that the chains have their strong pull against the inde- 
pendents. 

“Yet another fatal disease of independent retail store- 
keeping is overstocking and carrying deadwood items to 
accommodate occasional customers. The residue stocks 
of most bankrupt retailers consist of such deadwood. 

“What seems to be needed is a merchants’ high school 
in most communities where prospective storekeepers can 
be taught the facts of trade and the common sense of 
merchandising management.” 


Notice the last paragraph in this article says to 
pick out prospective storekeepers who “can be tought the 
facts of trade and the common sense of merchandising 
management”—have them attend a merchants’ high 
school. 

Our national and state hardware associations are al- 
ready conducting a school of this type. If the govern- 


ment experts will select these “prospective storekeepers”’ 
we could’do better, no doubt. 
with our high school. 


We are just a little late 


The chain stores are already turning out graduates by 
the thousands, and with their millions of units and bil- 
lions of dollars, backed up by that terrible indictment ot 
the United States Government experts of our inefficiency 
—made public to the world—we have a poor chance to 
overcome the impression already firmly established in 
the public mind. It knows that our prices are high, and 
that. the United States Government experts have declared 
us incompetent in these words which have been published 
to the world: 

“They represent hope, ambition and poor judgment,” 
and since our government makes this indictment publicly 
the people believe it. 

Were there no up-to-date retail stores before the chains 
and mail order houses came on to the scene? Are they 
all to be classed with the grocery stores which the gov- 
ernment experts found at Louisville and gave wide pub- 
licity—all of which was very much of an advantage to 
the chain store? 

The independent grocers have at least served their 
purpose and have been a convenience if not a necessity. 
The corner grocery man, with all of his shortcomings— 
laziness, inefficiency and poverty—has contributed to the 
pleasure and comfort of many thousands of poor people 
who were not able to pay cash for their food, and who 
didn’t have automobiles; had no way of getting their 
supplies to their humble homes except by that ever- 
faithful groceryman who is fast fading out of the pic- 
ture. 


I: all the retail business in this country is to be handled 
in a scientific manner by people who have money to buy 
in large quantities ; people thoroughly trained in the chain 
store system of merchandising; people who regard the 
whole program of life as a cold-blooded proposition to 
accommodate nobody; pay the cash and carry it away; 
people who have figured the cost of distribution from 
all its phases—even to the elimination of the twine and 
wrapping paper; no delivery, no credit; handle no slow- 
moving merchandise—that class of merchandise is to be- 
come obsolete—no contributions of any kind or character 
—except for advertising purposes. 

Now since the government experts have condemned 
our system of retailing and exposed us to the world as 
being inefficient and poor, what is to become of us? Will 
we join with the small farmer who has also been con- 
demned. The government had better begin to build poor- 
houses. It will need them if it continues to favor mon- 
opoly in the distribution of merchandise. 

There could have been no better advertisement for 
chain stores and mail order houses than the report given 
out by the government experts of its Louisville survey. 
Our association heads, newspapers, public speakers and 
writers are taking that survey and using it to condemn 
the independent retailer, which is a boost for the chains 
and their plans of operation. Many of the same speakers 
and writers say that we should not form any chain, but 
fight them single-handed until we are convinced, and 
then quit. 
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PAUL & POST ADVOCATE 


REMOVING GLASS FROM TOOL CASES 


ITH the present period 

of transition, in hard- 

ware store fixture de- 
sign, two arguments are heard 
with regard to the most. prac- 
tical and productive ‘method of 
displaying tools. One faction 
among hardware merchants 
contends that quality tools 
should be protected from be- 
coming shop worn, by being 
displayed under glass. The 
other faction advocates doing 
entirely away with glass fronts 
on tool cases, in order to elimi- 


nate glass reflection and to en- F. B. POST 
courage prospects to handle 
the tools. Each of the two factions has its stand ap- 


parently justified by several good reasons. We are frank 
to say we believe it is a matter which should be left to 
the discretion of the individual dealer. Manufacturers 
of modern hardware store fixtures can provide either 
type, although glass front fixtures are, of course, more 
expensive than plain. 

An outstanding tool display of the open type is found 





in the hardware store of Paul 
& Post, Washington, Pa. This 
display, which is _ illustrated, 
has been used without glass for 
the past six or seven years. 
I. E. Paul, a partner in the 
firm, said: “This method is the 
only way to display tools. 
There’s as much difference be- 
tween this method and our pre- 
vious one, when the tools are 
under glass, as there is between 
day and night. 

“We adapted our old tool 
case to open display methods 
by simply removing the glass 
sliding doors and making a few 
other minor changes. We refinish the case at frequent 
intervals, so it always presents a spick and span appear- 
ance. We paint the exterior a dark oak and the interior 
a light green, as we have found it makes a good color 
for a tool background. We installed lights about every 
five feet along the top of the cases and they are equipped 
with reflectors, which cast an abundance of light over 

(Continued on page 106) 
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Seymour Products Has Bought 
Bassett’s Luggage Hardware 


Hardware dealers will be interested to 
learn of the recent purchase by The Sey- 
mour Products Co., and its associate, The 
H. A. Matthews Mfg. Co., Seymour, Conn., 
of the Luggage Hardware Department of 
The Bassett Metal Goods Co., Shelton, 
Conn. 

The sale covers the extensive line of 
luggage hardware, including stock, me- 
chanical and finishing equipment, dies, 
trade marks and departmental business. 
The business in question will be operated 
by The Seymour Products Co., as a sep- 
arate division of its organization, main- 
taining the same policies of manufactur- 
ing and distribution which proved success- 
ful during the operation of that department 
by The Bassett Co. Manufacturing opera- 
tions will be continued for a few months 
in the factory of The Bassett Co., pending 
changes in the plant of The Seymour 
Products Co., to permit the transfer of 
equipment from Shelton. 

The Bassett Metal Goods Co. has been 
manufacturing luggage hardware, consist- 
ing of hinges, locks, draw bolts, shaps, 
loops, corners and other items over a pe- 
riod of fifteen years. The Seymour 
Products Co., which is a subsidiary of 
The. Seymour Mfg. Co., serves as an 
operating and selling company for The 
H. A. Matthews Mfg. Co., and The Sey- 
mour Metal Goods Co. concerns which 
operate as manufacturers of sheet metal 
products and devices. 

According to Henry R. Naylor, vice- 
president and general manager of The 
Seymour Products Co., the main offices 
of the combined organizations will be lo- 
cated at Seymour, where the hardware 
items, which will continue to bear the 
Bassett trade mark, will be manufactured, 
with J. C. Lightfoot, for many years con- 
nected with the Bassett organization, in 
charge of sales. 


The Seymour Products Co. maintain 
offices in the Chanin Building in New 
York, N. Y. 


Raphael Levy Retires from 
Segal Lock & Hardware Co. 


Raphael Levy retired from Segal Lock 
& Hardware Co., 55 Ferris St., Brooklyn, 
N. Y., on Oct. 1. 

Mr. Levy joined the Segal organization 
when it was formed twelve years ago. 
During the intervening years he has been 
sales manager and has also supervised the 
credit department. He plans to take an 
extended vacation. 


Hampden Auto Top & Metal Co. 
Changes Its Corporate Name 


A new corporation, Hampden Automo- 
tive Products Inc., succeeds the Hamp- 
den Auto Top & Metal Co., Springfield, 
Mass. 

The new organization will produce seat 
covers, rumble seats, fender mud shields, 
auto tops and other accessories. 

The same ownership and management 
will continue with Louis Laven, president ; 





M. J. Schwartz, treasurer, M. A. Shaef- 
fer, secretary and J. E. Northway, sales 
and advertising manager. The New York 
City office is at 200 Fifth Avenue. 





American Chain Co. Has Moved 
to New Chicago Headquarters 


Removal of the Chicago offices of the 
American Chain Co., Inc., Bridgeport, 
Conn., and associate companies on Sept. 
28, to new quarters on the seventeenth 
floor of the Chicago Daily News »Build- 
ing, Room 1765, has been announced. 

‘Yhis move on the part of the American 
Chain Co., who manufacture Weed chains 
and a complete line of welded and weldless 
chain as well as many other specialties, 
further centralizes the Chicago offices of 
several of the companies associated with it. 

The associated companies affected in- 
clude Ford Chain Block Co., Highland 
Iron and Steel Co., The Manley Mfg. Co., 
Page Steel and Wire Co., Reading Steel 
Casting Co., and Wright Mfg. Co. 





Akron Dealers Meet and Dine— 
Hear Aeronautics Discussed 


The regular September meeting of The 
Akron Retail Hardware Club was held at 
Motor Inn, Stowe, Ohio, on the evening 
of Sept. 10. 

An excellent dinner was served to about 
25 members following which, the pres- 
ident, Harry W. Pealey, The Harry W. 
Pealy Co., introduced V. C. Jacobs of the 
aeronautical department, The Goodyear 
Tire & Rubber Co. He addressed the hard- 
ware men regarding the important posi- 
tion which Akron holds in the field of avia- 
tion and aeronautics. A short business 
meeting followed Mr. Jacobs’ talk. 





Philadelphia Retailers Hear 
Chamber of Commerce Speaker 


About 35 dealers attended the Sept. 19 
meeting of the Retail Hardware Associa- 
tion of Philadelphia which was held at 
Green’s Hotel. 

Frank E. Jaynes of the Philadelphia 
Chamber of Commerce was the speaker 
of the evening. He told of the nation’s 
increasing population and its relation to 
future business. He lauded trade organiza- 
tions and advocated that. all merchants 
should belong to some trade organization. 

Committee reports indicated continued 
good business among the various members. 





C. F. Greenwood Resigns from 
Piedmont Hardware Co. 


Charles F. Greenwood has resigned as 
sales manager and buyer of the Piedmont 
Hardware Co., wholesale hardware job- 
ber of Danville, Va. 

Mr. Greenwood is well known to the 
retail hardware trade. For 14 years he 
was associated with the Simmons Hard- 
ware Co. in Philadelphia and with the 
Winchester-Simmons Co. in Atlanta, Ga., 
of which organization he was sales man- 
ager. He is now located temporarily at 
6419 N. Lambert St., Philadelphia, Pa. 





Western Association to Hold 
1930 Convention in January 


Officers and directors.of the Western 
Retail Implement and Hardware Associa- 
tion met in Kansas City, Mo., Sept. 18, 
to consider plans for the next convention 
of that body to be held there Jan. 21, 22 
and 23, 1930. 

Chain stores will be discussed on “Hard- 
ware Day,” the second session of the con- 
vention, by a speaker of national promi- 
nence in the trade. All three morning 
sessions will be addressed by leading trade 
speakers. The hardware session will be 
conducted as an open forum. 

The convention proper will be held in 
the Missouri Theater. Early Wednesday 
afternoon the annual Advertising Round 
Table will be conducted in the Aztec Room 
of the Hotel President. 

One night session will be held. “Sug- 
gested Prices As a Business Stabilizer” 
will be the topic. Discussion will be led 
by A. A. Doerr, Larned, Kan., W. E. 
Haynes, Emporia, Kan., and E. H. Fisher, 
Elkhart, Kan. ~ 

A feature of the convention will be the 
annual Western Hardware Show in Con- 
vention Hall. The committee in charge 
of it, J. E. Woodmansee, Erb Kreider, 
Edward O. Faeth and L. W. Shouse, met 
with the Western directors. Mr. Shouse 
is secretary of the committee and manager 
of Convention Hall. 

The idea of buying at the hardware 
store will be vigorously promoted at the 
show. It will be thrown open to the pub- 
lic Wednesday and Thursday nights of 
convention week. Only dealers will be 
admitted in the afternoons and Tuesday 
night. 

Secretary H. J. Hodge of the Western 
association reported an increase of a hun- 
dred in paid-up membership over any 
previous year. More and more members, 
he said, were taking advantage of the 
legal, credit, information, insurance and 
other services of the Western. 

These Western delegates to the Chicago 
meeting of the National Federation of Im- 
plement Dealers’ Associations were ap- 
pointed: Fred L. Taylor, chairman of the 
delegation, Lyons, Kan; A. A. Doerr, 
Larned, Kan.; Clayton Lehman, Newton, 
Kan.; Tom N. Witten, Trenton, Mo.; 
Secretary Herbert J. Hodge, Abilene, 
Kan.; Murrey M. Smith, Clay Center, 
Kan.; Lee J. Conn, Kingfisher, Okla.; E. 
H. Fisher, Elkhart, Kan. 

Only one director was absent, J. F. 
Goodman of Kansas City, who had just 
returned from Europe. These officers and 
directors attended: 

President Fred L. Taylor, Lyons, Kan.; 
Vice-President Thomas B. Shannon, Iola, 
Kan.; Secretary-Treasurer Herbert J. 
Hodge, Abilene, Kan.; E. C. Hood, Pitts- 
burg, Kan., and Oscar A. Heinlein, Butler, 
Mo., past presidents; Lee J. Conn, King- 
fisher, Okla.; E. D. Penniman, Fort Scott, 
Kan.; Jere Kimmel, Robinson, Kan.; 
Clayton Lehman, Newton, Kan.; Murrey 
M. Smith, Clay Center, Kan.; J. Dryden 
Reynolds, Carthage, Mo.; Al G. Wright, 
Arkansas City, Kan.; Claude Cave, Sub- 
lette, Kan. 
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General Electric Supply Corp. 
Names Executive Personnel 


The General Electric Supply Corpora- 
tion (of Delaware) completed the con- 
solidation of the fourteen wholesale dis- 
tributing corporations owned by the 
General Electric Co., Schenectady, N. Y., 
on Oct. 1, 1929, with officers and direc- 
tors as previously announced. 

The commercial organization will be 
headed by H. B. Tompkins, general sales 
manager, with headquarters at Bridge- 
port, Conn. 

The following will be commercial vice- 
presidents, with headquarters as indicated: 

W. J. Keenan, Bridgeport; H. F. 
Thomas, Chicago; H. A. Pixley, Colum- 
bus; H. R. Noack, San Francisco. 

H. R. Worthington will be general sales 
representative for the Southeastern States, 
with headquarters at Atlanta, and W. M. 
Goodwin for the Southwestern States, 
with headquarters at Dallas. 

In the field there will be ten groups of 
houses, called districts, headed by the fol- 
lowing district maagers with district head- 
quarters as indicated: 

New England, J. L. Busey in Boston; 
Metropolitan, J. G. Johannesen in New 
York; Atlantic, J. G. Johannesen in 
Philadelphia; Southwestern, J. J. Perry 
in Atlanta; Lake States, H. F. O’Malley 
in Columbus; Central, H. L. Spaulding in 
Chicago; Midwestern, B. A. Oss in St. 
Louis; Southwestern, H. F. Hobson in 
Dallas; Rocky Mountains, J. A. Kahn in 
Salt Lake City; Pacific, D. E. Harris 
in San Francisco. 


—_——-- 


A. H. Deveney & Co. Named As 
Agents for The Collins Co. 


The Collins Co., manufacturer of axes, 
hatchets, eye hoes, etc., in Collinsville, 
Conn., has appointed A. H. Deveney & Co., 
Atlanta, Ga., as its representative in the 
South and Southeastern states. This or- 
ganization will cover the states east of the 
Mississippi River and south of the Ohio 
River, including Virginia and West Vir- 
ginia. 


Yale & Towne Has Purchased 
Large English Lock Plant 


The Yale & Towne Mfg. Co., of Stam- 
ford, Conn., manufacturer of locks and 
builders’ hardware, announces the purchase 
of H. & T. Vaughan, Ltd., of Willenhall, 
England. 

H. & T. Vaughn, Ltd., was founded in 
1850 and has enjoyed a consistent growth 
so that today it is the largest producer 
of locks in the British Empire, conducting 
its business not only in Great Britain but 
also very largely in the British Colonies. 

The Yale & Towne Mfg. Co. has ac- 
quired all of the trademarks of H. & T. 
Vaughan, Ltd., and it is also the intention 
to manufacture locks bearing the trade- 
marked YALE in England for distribution 
throughout the British Empire. It is 
planned to operate the new plant as the 
British branch of The Yale & Towne 


Mfg. Co. 








J. R. Wilder, formerly managing direc- 
tor of The Yale & Towne Company, Lon- 
don, has been appointed general manager 
of the British branch with headquarters in 
Willenhall, England. : 


Otto Abrahamsen Has Joined 
Moloch Foundry & Machine Co. 


Otto Abrahamsen has become affiliated 
with Moloch Foundry & Machine Co., 
Kaukauna, Wis., and will be in charge of 
sales of the Moloch power hammer. For 
20 years, Mr. Abrahamsen was treasurer 
and in charge of sales for the former 
Beaudry Co., Inc., Boston, manufacturer 
of power hammers. 





Ohio Varnish Co. Has Merged 
Its Subsidiary Organizations 


For many years The Ohio Varnish Co. 
of Cleveland, Ohio, has owned and oper- 
ated The National Paint & Varnish Co. 
and The Warren Paint Co., both of Cleve- 
land, as individual concerns. 

To facilitate handling of customer’s 
orders, to improve service and to sim- 
plify bookkeeping, these companies have 
been merged with the parent company, 
The Ohio Varnish Co. There will be no 
change of management, policy or products 
of these companies except that correspon- 
dence and statements will in the future 
be as of The Ohio Varnish Co. 

William T. Avera is again branch man- 
ager at the newly reopened far-western 
branch, which is located at 64 Natoma 
Street, San Francisco. For 15 years, from 
1910 to 1925, Mr. Avera represented the 
Ohio company in charge of its far-wesern 
business. Since 1925 he has maintained 
his contact with the trade by representing 
the interests of other manufacturers. 





Sloss & Brittain Will Sell 
E. C. Brown & Co. Products 


E. C. Brown & Co., manufacturers of 
sprayers, lawn sprinklers and door checks 
at 844 Maple St., Rochester, N. Y., an- 
nounce that Sloss & Brittain, wholesale 
hardware distributor in San Francisco, 
Cal., will handle Brown products in its 
territority. 

Sloss & Brittain maintain headquarters 
at Spear and Folsom Streets, San Fran- 
cisco. 


—< 


Willard Battery’s New Plant 
Will Serve Pacific Coast 


President R. C. Norberg of the Willard 
Storage Battery Co., Cleveland, Ohio, an- 
nounces that a million-dollar battery plant 
is to be built in Los Angeles. It will be 
the company’s third separate manufactur- 
ing unit. 

The Los Angeles plant will have a ca- 
pacity of two thousand batteries a day. 
Much freight and time will be saved for 
Willard dealers along the Pacific Coast. 








Nutmeggers Open Fall Season 
With Meeting in Hartford 


Three new members were admitted into 
The Nutmeggers at that organization’s 
regular September meeting which was-held 
at the City Club, Hartford, Conn. Pres- 
ident John T. McCulloch, Robeson Roches- 
ter Co., presided and introduced as the 
speaker of the evening, Nutmegger Charles 
F. Gallagher, manufacturers’ representative 
of Hartford, Conn. 

He spoke on the manufacturing proc- 
esses employed in producing several of the 
lines which he distributes. His talk was 
interesting as well as instructive. 

The next meeting of The Nutmeggers 
will be held in Hartford on Oct. 9 at 
which time approval will be given of a 
Nutmegger emblem and a further report 
received on the organization’s year book 
which is rapidly being completed. 





Fire in Pottstown, Pa., Damages 
Van Buskirk & Bro. Store 


According to a newspaper report, an 
estimated damage of about $50,000 was 
done to the three-story building and stock 
of Van Buskirk & Bro. retail hardware 
distributor at 218 High Street, Pottstown, 
[Pa., on the morning of Sept 23. 

It is understood that the fire was caused 
by defective wiring. Part of the loss was 
covered by insurance, said the news report. 





Riker Sales Co. Formed to 
Represent Manufacturers 


The Riker Sales Co. has been estab- 
lished in Los Angeles, Cal., as a manufac- 
turers’ representative to distribute hard- 
ware, housewares and kindred lines on the 
Pacific Coast. A. H. Riker is president 
of the firm which has its offices at 719 
South Los Angeles St. H. A. Riker is 
secretary-treasurer and Charles A. Post- 
ley is manager of the housewares depart- 
ment. 


H. 'H. Schroeder Joins A. E. Glaze 
in Pacific Northwest States 


H. H. Schroeder has been appointed a 
sales representative of Alden E. Glaze & 
Co., manufacturers’ agent at 143 Second 
Street, San Francisco, Cal. Mr. Schroeder 
will cover the Pacific Northwest territory. 
He was until recently with Albert Stein- 
field Co., Tucson, Ariz, and prior to that 
connection, with Honeymoon Hardware 
Co., Portland, Ore. Alden E. Glaze & Co. 
represent several large sporting goods, ath- 
letic and outdoor equipment manufacturers. 


O. M. Bush Comes to New York 
for the Wilson Bohannan Co. 


Oliver M. Bush has been appointed by 
The Wilson Bohannan Co., Marian, Ohio, 
to represent the organization in the Metro- 
politan District of New York City and 
the New England States. 

Mr. Bush has been associated with the 
Wilson Bohannan firm for several years, 
travelling in the Mid West States. 

The company’s New York City office is 
located at 11 Warren St., where a com- 
plete stock is carried. 
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Stanley Works Offers Trade 
Valuable Merchandising Plan 


The Stanley Works, New Britain, Conn., 
announces a new development in the mer- 
charidising of small tools and hardware. 

Stanley has arrived at the conclusion 
aptly expressed by Llew S. Soule. (1) 
“The present tendency of the public to- 
ward price buying is largely the result of 
education rather than natural inclination.” 
(2) “Price buying is not a natural human 
trait, particularly when it involves a 
cheapening of quality.” 

To apply this to tools: the public wants 
what it knows about and modern mer- 
chandising methods have shown it the 
low priced tools but a reaction is evident 
bearing out the second thought and indi- 
cating a possibility for the increased sale 
of good tools through a different mer- 
chandising approach. 

Stanley offers the dealer a merchandis- 
ing method intended to be a help that 
will sell good tools 

Capitalizing the education of the public 
to low price tool buying the Company is 
offering a method of merchandising which 
it believes will first attract the customer 
due to his price buying habits and then 
show him the good tool in a light that 
will sell it. 

Stanley suggests that the dealer accom- 
plish this by displaying the low priced tool 
in an open display that is backed up by a 
wall display of good tools. This gives 
the dealer an opportunity to utilize the 
intelligence of his store salesmen to show 
the customer the quality of the good tools 
in comparison with the low priced tools. 

To make it easy to do this low priced 
tools and standard hardware items are 
packaged in display tray packages. Re- 
moving the cover of these packages re- 
veals sturdy cardboard trays together with 
price tags and clips that enable the use 
of an ordinary table to form an attrac- 
tive display unit. These trays may be set 
into a standard display table without re- 
moving the goods and can be refilled from 
stock when emptied. With these display 
trays the dealer is enabled to set up an 
attractive open display at a low cost. 

For the display of good tools on wall 
panels, steel spring clips have been worked 
out in some 32 different sizes and designs 
to hold a large variety of tools. These 
clips hold the tools securely and facilitate 
removal for comparison or for examina- 
tion. 

Nine assortments of clips for different 
boards are packaged. In each assortment 
is a diagram to make easy the mounting 
of tools by the dealer or by his carpenter. 
Also the clips are individually packaged 
two dozen of each size so that the dealer 
may use them for mounting other small 
tools, paint brushes etc. 

For the dealer wishing more elaborate 
equipment there is a plan for making an 
open display rack that is inexpensive and 
effective. Also a carefully worked out 


plan for an open display table of wood 
that can be easily and inexpensively built 
by a dealer or by his carpenter. 

All of this material is presented to the 
trade with an honest hope that it will help 
him in his merchandising problems, and 





increase his sale of good tools and his 
profits, according to the announcement 
from the Stanley Works. 

Interesting literature which describes and 
illustrates the new Stanley plan in detail 
may be obtained from The Stanley Works, 
New Britain, Conn. 


Goodell-Pratt Co. Announces 
Additions to Sales Force 


Three new appointments to its sales 
force have recently been announced by 
Goodell-Pratt Co., Greenfield, Mass. 

Joseph Jacobson was recently added to 
the staff to cover the state of Michigan. 
He will work out of Detroit, where his 
home address is 205 S. Marlborough St. 

In New York, John H. Metz, 9530- 
130th St., Richmond Hill, L. I., has taken 
over the territory formerly assigned to 
E. C. Mesloh. 

To meet the growth and corresponding 
increase of business in the states of Texas, 
Oklahoma, Louisiana and Arkansas, the 
F. J. Keller Co., Capps Building, Dallas, 
Texas, with a force of six salesmen, has 
been appointed to succeed Mr. Newhall in 
that territory. 


New England Iron & Hardware 
Outing Had Record Attendance 


The New England Iron & Hardware 
Association held its annual fall outing at 
the Tedesco Country Club Swampscott, 
Mass., on Thursday afternoon and evening, 
Sept. 19. It was the largest outing ever 
held by the organization, considerably 
more than 100 members and guests at- 
tending, and more than 50 entered. the 
golf tournament. Franklifi E. Bragg, N. 
H. Bragg & Sons, Bangor, Me., president 
of the association, presided at the dinner, 
and introduced Harry L. Doten, president 
H. L. Doten & Sons, Boston, who pre- 
sented prizes won during the tournament. 

Prizes were awarded by the Central Al- 
loy Steel Corporation, Boston; F. S. 
Brewer, Bourne, Fuller Co., Unionville. 
Conn.; Bethlehem Steel (Co.,’ Boston; 
American Steel & Wire Co., Boston; 
Peter Gray & Sons, Inc., Cambridge, 
Mass.; Ames Shovel & Tool Co., North 
Easton, Mass.; Decatur & Hopkins Co., 
and Bigelow & Dowsé: Co., Boston; the 
president, Mr. Bragey and the Standard 
Horseshoe Co., Boston. r 

Prizes were won by C. M. Doten, H. L. 
Doten & Sons, Boston; Murray Harvey, 
A. C. Harvey Co., Boston; Paul Avery, 
Avery & Saul Co., Boston; A. E. Car- 
penter, Chase, Parker & Co., Boston; R. 
H. Sanderson, E. P. Sanderson & Co., 
Cambridge, Mass.; C. C. Butts, Butts & 
Ordway Co., Boston; Arthur Avery, 
Avery & Saul Co.: W. C. Gray, Peter 
Gray & Sons, Inc.; Peter Gray; and J. S. 
Kenyon, Tremont Nail Co., Boston. 


United Hardware & Tool Corp. 
Issues Catalog No. 60 

The new Catalog No. 60 which United 

Hardware & Tool Corp., 50 Howard St., 

New York, N. Y., has issued, is devoted 

exclusively to high quality popular priced 


| hardware and tool items. 





Fire Prevention Week Will Be 
Observed, Oct. 6 Through 12 


The week of October 6-12 has been 
designated by President. Hoover as Fire 
Prevention Week. 

Following the President’s announcement 
on fire losses in general, Secretary of 
Agriculture Arthur M. Hyde called at- 
tention to farm fire losses in the follow- 
ing statement: 

“The farmer has as much reason as 
the city dweller or any other owner of 
property, to interest himself in these spe- 
cial annual campaigns against fire. 

“The loss on farms and in rural com- 
munities due to fires has been estimated 
to have been as high as 3,500 lives and 
$150,000,000 worth of property in a single 
year. 

“Lightning, defective chimneys and flues, 
sparks on combustible roofs, matches, 
smoking, spontaneous ignition of agricul- 
tural products, careless use and storage of 
gasoline and kerosene, faulty wiring and 
improper use of electric appliances, con- 
tinue to be the principal known causes of 
fires on farms. 

“The U. S. Department of Agriculture 
has a special committee on farm firepro- 
tection, which is actively cooperating with 
interested national organizations in an ef- 
fort to reduce the losses from fires on 
farms and in rural communities” 


Spokane Hardware Co. Enters 
Program of Expansion 


At a recent meeting of stockholders of 
the Spokane Hardware Co, large retail 
distributor in Spokane, Wash., it was au- 
thorized to increase the company’s capital 
stock from $100,000 to $250,000. 

This movement is considered to be the 
first step in a program of expansion that 
calls for the establishment of additional 
branch stores. The company now operates 
four branches. 

B. H. Kizer, president, stated at the 
stockholders’ meeting that the present 
branches had proven very satisfactory and 
that new stores would be opened very 
soon. 

The Spokane Hardware Co. was estab- 
lished in 1886. The present ownership 
took over ‘the business ‘about 20 years ago. 


Shefheld Bronze Powder Co. 
Names Sales Representatives 


The following appointments have been 
made by The Sheffield Bronze Powder. & 
Stencil Co., Sheffield Bldg., Cleveland, 
Ohio, according to Leon W. Diamond, 
president of the company: 

H. P. Rivitz will cover the midwestern 
territory with headquarters in Kansas City ; 
J. P. Lippincott, will handle the Sheffield 
line in California, with an office in San 
Francisco; H. Solloway will cover Massa- 
chusetts. Connecticut. Rhode Island. New 
Hampshire and Vermont, with his head- 
quarters at Boston; B. Hart will travel 
New York, eastern Pennsylvania Mary- 
land and District of Columbia, making his 
headquarters in New York City. 
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New Line of Children’s Desks 


The American-National Co., Toledo, 
Ohio, announces that it is now ready to 
make shipment on its new and complete 
line of children’s roll top desks. This new 
line follows closely the large size roll top 
desks, and the proportions are unusually 
accurate. 





The desks are of hardwood throughout 
and have sliding drawers, shelves and 
built-in compartments beneath the roll top. 
This line of desks is described and illus- 
trated in a new supplement issued by the 
company and will be sent to anyone on 
request. 

For the third consecutive year The 
American-National Co. has the distinction 
of representing the children’s vehicle in- 
dustry in the Rice Leaders of the World 
Association of New York. ° 





A Line of Useful Trivets 


Various style trivets are now being pro- 
duced by Buffalo Lamp & Mfg. Co., Inc., 
at its plant, 346 Ellicott St., Buffalo, N. Y. 
These items—used to prevent tables from 





being scorched by hot plates, can be ob- 
tained in three finishes: nickel plated, 
polished copper or silver plated 

Trivet No. 34, which is illustrated, is 
octagon in shape and expands to 9 in. Its 
actual size is 7 by 7 in. 





Sheffield Patching Pulp 


A processed wood, soft and ready for 
immediate use, has been placed before the 
trade by the Sheffield Bronze Powder & 
Stencil Co., Sheffield Bldg., 
Ohio. 


Sheffield Patching Wood can be likened | 


to a soft dough when it is first removed 
from the container. However, it dries hard 
after a few hours and it can be easily tooled 
with a file, sanded, colored and finished 
to match with paint, lacquer or stain, says 
the manufacturer. 


This Patching Wood can be used in 


Cleveland, | 





leaky window frames, repairing furniture, 
caulking boats, etc. When dry, it will hold 
nails and screws without splintering or 
crumbling. 





The dealer assortment illustrated con- 
tains twenty-four %4-lb. cans, two pound 
cans and twelve 2-oz. bottles of thinner. 
These are contained in a sturdy lacquered 
stock cabinet. A display sign and self- 
selling hanging container are also included 
in this assortment. 








Davis-Hunt-Collister Catalog 


Fall Catalog No 29X has been issued 
to the trade by The Davis-Hunt-Collister 
Co., wholesale distributor of hardware and 
kindred merchandise at 416 Prospect Ave., 
Cleveland, Ohio. 

In this book are listed, illustrated and 
described many items the company handles, 
which are of particular interest to dealers 
during the coming months. Pages with 
illustrations in color add to the general 
pleasing appearance of the book. 





Royal Flush Boiler Compound 


Many advantageous features are claimed 
for the Royal Flush boiler compound 
which is manufactured by Royal Chemical 
Laboratories, 148 S. Calverton Rd., Balti- 
more, Md. 
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Among the claims for this product are 
| that: it will stop leaks, remove dust, pre- 
vent corrosion, repair bad threads and sand 
holes, increase life of boiler, prevent scale 
formation and reduce fuel bills. 

Royal Flush Boiler Compound is pack- 
aged in quart cans. 


| 


Red Streak Hack Saw Blades 


A new hack saw blade of high quality 
and an attractive appearance has been 
placed before the trade by Simonds Saw 
& Steel Co., Fitchburg, Mass. 

The new blade has an end with a red 
finish and is known as the “Red Streak.” 





The development of this new blade con- 
sumed about a year’s time. <A _ special 
method of heat treating the steel in this 
blade is said to bring out more completely 
the steel quality, edge-holding teeth and 
ability to withstand to a greater degree 
the shock resulting from difficult metal 
cutting. 

Red Streak hack saw blades are made 
for hand and power machine use. They 
are distinctively marked with a red end 
and packed in easily recognized boxes. 





Official Boy Scout Whistle 


George Walter Davis, 258 Broadway, 
New York City, is distributing this new 
Boy Scout whistle, manufactured by the 
Gotham Metal Works, 46 Walworth St., 
Brooklyn, N. Y. 





This item bears the official seal of the 
Boy Scouts of America, who have sanc- 
tioned its manufacture. The whistle is well 
constructed, finished in either nickel or 
gold plate, and produces a shrill blast with 
minimum effort. Packed individually. 





*Richardson’s Roller Skates 


Roller skates of unusually strong con- 
struction are being manufactured by 
Richardson Ball Bearing Skate Co., 3318 
Ravenswood Ave., Chicago, IIl. 








skates have 
These rollers 
are made of unusually heavy steel, says 


Richardson Action roller 
16 steel balls to each roller. 


the manufacturer, who states that the 
skates when fully extended and subjected 
to a weight of 220 lb. showed no de- 
pression of the footplate. 

The skate is fully cushioned with live 
rubber and the leather strap is of good 
quality with no holes to pull out. The 
manufacturer claims these skates to be the 





| speediest, most flexible and long-wearing 


| on the market. 
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IF WINTER COM 


Will your stocks be complete and ready for the demand or 
will you be among those who annually contribute to the 
large losses that are sustained through unpreparedness ? 


By J. A. WARREN 


ARK TWAIN has been credited with the 
observation: “everyone is complaining about the 
weather, but nobody does anything about it.” 

Since then the United States Weather Bureau, through 
its many stations located throughout the country, has 
accumulated data which go a long way toward making 
it possible to “do something” about the weather, and 
because thousands of dollars are lost to hardware re- 
tailers and jobbers each year as a direct result of the 
latter being caught off guard by the arrival of snow 
and freezing weather, HarpwareE AGE presents the fol- 
lowing information. 

Jobbers testify to the fact that each year, when the 
first snowfall and freezing weather arrive, they are 
deluged by rush orders. All of these orders cannot be 
shipped at once—some one must wait, and while he is 
waiting the consumer goes elsewhere, loses interest or 
“gets by” with old snow goods that should be replaced. 
While it is probably true that some customers will re- 
turn for these items, the mortality of sales is very high 
in this respect and needlessly so. 


This chart indicates the average annual snow coverage 


The remedy, of course, is easy to prescribe: “Order 
Early.” But how early to order is the question. The 
purpose of this article is to provide a basis for estimat- 
ing with reasonable accuracy when the freezing tem- 
peratures and snow will arrive, for which the retailer 
should be prepared because of a sudden demand and 
the opportunity for pushing all cold weather merchan- 


dise. 


Ix the upper right hand corner of page 63 will be 
found a chart which graphically presents the extent of 
the frost line. Below the black line on this chart or 
map, the average daily temperature does not fall below 
32 degrees. These dates, appearing just below the 
station locations are based upon forty or more years of 
record provided by the United States Weather Bureau 
of the Department of Agriculture. Because of the 
necessary reduction of the chart, due to limitation of 
space, these locations and dates are printed herewith; 
arranged alphabetically by States: 

CoLorADo 
Denver, Dec. 17 
Grand Junction, Dec. 5 





\) 


ote 

















Pueblo, Dec. 12 
CONNECTICUT 
New Haven, Dec. 17 


IDAHO 


Boise, Dec. 15 
Lewiston, Jan. 12 





ILLINOIS 


Chicago, Dec. 9 
Springfield, Dec. 14 


INDIANA 
Evansville, Dec. 29 
Indianapolis, Dec. 16 

Iowa 
Charles City, Nov. 16 
Davenport, Dec. 1 
Des Moines, Dec. 29 
Dubuque, Nov. 26 


Keokuk, Dec. 8 
Sioux City, Nov. 22 





KANSAS 








By noting the figures at the end of the black lines on this chart the reader may 
determine the average number of days annually that the various regions were 
covered by snow. This chart was compiled from records extending over a period 


of nineteen years. 


Concordia, Dec. 9 
Dodge City, Dec. 18 
Topeka, Dec. 15 
Wichita, Dec. 29 
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As Usua 


MAINE 


Eastport, Nov. 28 
Portland, Dec. 1 


MASSACHUSETTS 
Boston, Dec. 17 


MICHIGAN 


Alpena, Nov. 22 
Detroit, Dec. 9 
Escanaba, Nov. 18 
Grand Haven, Dec. 5 
Grand Rapids, Dec. 2 
Houghton, Nov. 16 
Lansing, Nov. 29 
Marquette, Nov. 19 
Saginaw, Dec. 1 
Sault Ste Marie, 
Nov. 16 


MINNESOTA 


Duluth, Nov. 12 
Minneapolis, Nov. 16 
Moorehead, Nov. 7 
St. Paul, Nov. 17 


MissourI 


Columbia, Dec. 21 
Hannibal, Dec. 12 
St. Joseph, Dec. 17 
St. Louis, Dec. 29 


MontTANA 


Havre, Nov. 14 
Helena, Nov. 19 
Kalispell, Nov. 16 


NEBRASKA 


Lincoln, Dec. 1 
North Platte, Nov. 27 
Omaha, Nov. 29 
Valentine, Nov. 22 


NEVADA 


Winnemucca, Dec. 6 


New HAMPSHIRE 
Concord, Nov. 30 


New Mexico 
Santa Fe, Dec. 9 


New YorkK 


Albany, Dec. 4 
Binghamton, Dec. 2 
Block Island, Jan. 6 
Buffalo, Dec. 7 
Ithaca, Dec. 4 

New York, Jan. 2 
Oswego, Dec. 5 
Rochester, Dec. 5 


The frost belt of the country is graphically shown 

here. Read the record of dates upon which the 

mean daily temperature reached 32 degrees or 

lower in the article herewith. This chart is neces- 
sarily reduced in size. 
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‘WIND-BAROMETER INDICATIONS 
‘When the wind sets in from points 








The average daily tem- 

peratures do not fall be- 

low 32 degrees south of 
the heavy black line. 

















OREGON WISCONSIN 


Baker, Nov. 
PENNSYLVANIA 

Erie, Dec. 15 

Harrisburg, Dec. 18 


Pittsburgh, Dec. 27 
Scranton, Dec. 10 


NortH Dakota 


Bismark, Nov. 9 
Williston, Nov. 7 


Rapid City, Nov. 26 
27 Yankton, Nov. 22 


Green Bay, Nov. 20 
La Crosse, Dec. 22 
Madison, Nov. 22 
Milwaukee, Nov. 28 


UTAH 
Modena, Nov. 28 


OHIO Salt Lake City, Dec. 14 


Cincinnati, Dec. 22 
Cleveland, Dec. 12 
Columbus, Dec. 17 
Dayton, Dec. 18 
Sandusky, Dec. 12 
Toledo, Dec. 9 


VERMONT WYoMING 
Burlington, Nov. 26 


Northfield, Nov. 18 


WASHINGTON 
Spokane, Dec. 9 


i Cheyenne, Nov. 27 
SoutH Dakota Lander, Nov. 11 
Huron, Nov. 15 


ts Mev. 19 The chart at the 


lower left of page 62 
shows the average 


Does this happen in your store when winter sets in 
PP y : number of days each 















year when the various 
regions indicated were 
covered with snow. 

While it is obvious 
that individual years 
will vary in the matter 
of cold and snow 
duration, the fact that 
figures given here are 
for periods of many 
years, makes it a 
fairly accurate guide 
by which to estimate 
the probable time at 
which winter weather 
arrives. 

(Con’t on page 98) 


OH GUS, IT’S SNOWIN’— 


SEND IN 
ERROR AD 7088 










YEAH, 'N COAL HODS, TOO = 
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WASHINGTON LET TER 


Reference list relative to chain store merchandising now 
available—A general conference of Kraft sealing tape 
users, manufacturers and distributors will be held in 


Chicago—Heavy demand 


reported for 


pamphlet, 


sé . %* . 
Trade Practice Conferences —-Proposed tax cut satis- 


.Washington Bureau of HARDWARE AGE) 

Those who are interested in chain 
store merchandising—and apparently 
the entire nation is—have had placed 
at their disposal an exhaustive list of 
references just issued by the Domestic 
Commerce Division, Department of 
Commerce. The list consists of 11 
pages of mimeographed material and 
was prompted by the steadily increas- 
ing public interest in the subject, ac- 
cording to H. C. Dunn, chief of the 
Division. It covers a wide variety of 
phases of chain store distribution and 
it is designed to meet the thousands of 
inquiries on the subject which are re- 
ceived annually by the Division from 
consumers, retail competitors, whole- 
sale competitors, manufacturers and 
others. 

Some government references are in- 
cluded in the list, as, for instance, the 
reference to the chain store merchan- 
dising investigation being conducted by 
the Federal Trade Commission. For 
the most part, however, the references 
relate to private discussions of that 
type of merchandising, considering 
such phases as advertising, financing, 
buying, operation, accounting, price 
stock control, etc. Hardware, grocery, 
drug, department store and other trade 
lines are included in the list. 

Chain stores, estimated by the Divi- 
sion to have contributed about 15 per 
cent of the calculated $41,000,000,000 
retail trade of the United States in 
1928, have been a rapidly changing 
factor in retail distribution, so much 
so, in fact, that an account of their 
activities is virtually out of date by 
the time it is written. For that reason, 
Mr. Dunn explained, and in order to 
maintained its necessarily impartial 
position, the Department of Commerce 
has played the reading list containing 
private analyses of the situation at the 
disposal of the numerous inquiries for 
information. 





A general conference of manufac- 
turers, distributers, and users of No. 1 
Kraft sealing tape will be held at the 
Congress Hotel, Chicago, on Oct. 7, 


under the auspices of the Division of 
Simplified Practice of the Bureau of 
Standards, Department of Commerce, 
with a view to adopting a program to 
reduce the number of grades and 
weights of this product. 


The Division 





fies business interests. 


By L. W. MOFFETT 


has announced that it has been found 
that as many as three grades and eight 
weights of No. 1 Kraft sealing tape 
are being manufactured, some which 
do not meet the requirements of rail- 
roads and other transportation agen- 
cies. This situation is said to have 
caused much confusion in the industry, 
which it is hoped to correct through 
the proposed program. 





Business interests of the country, 
according to reaction felt in Washing- 
ton, have greeted with much satisfac- 
tion, announcement that the Treasury 
Department is contemplating a sub- 
stantial tax cut. In the event the 
Treasury continues to make the show- 
ing now prevailing it has been esti- 
mated that the total tax cut which 
Secretary Mellon is expected to recom- 
mend will represent a figure that will 
be reflected through business and in- 
dustry as well as individual taxpayers. 
While the department has not indicated 
the nature of reduction that is in con- 
templation it is reported that it would, 
among other things, involve a slash in 
the corporate rate and also provide for 
heavier exemption for earned incomes. 





Heavy demand is being made for the 
Federal Trade Commission’s pamphlet 
entitled “Trade Practice Conferences” 
which was placed in circulation last 
week by the Superintendent of Docu- 
ments and is available at 25c. a copy. 
The pamphlet recites comprehensively 
what the trade practice conference is, 
its purpose to serve American indus- 
try, and method of procedure. About 
70 industries have held such confer- 
ences under the auspices of the Com- 
mission and each has adopted a set of 
business principles to guide it in elimi- 
nating its own unfair methods of com- 
petition before it becomes necessary for 
the government to act. Rules of busi- 
ness practice adopted by industries at 
56 of these conferences had been acted 
upon by the Commission when the 
pamphlet was prepared. The com- 
plete sets of rules together with con- 
densed journals of each conference are 
presented in the pamphlet. In its an- 
nouncement regarding the pamphlet 
the Commission said that “Leaders of 
an industry realize that certain mem- 
bers practice methods of competition 





entirely unfair to a majority of mem- 
bers. Perhaps a large number indulge 
in these practices through ‘force of 
competition.’” After explaining the 
procedure for arranging and holding a 
conference, the pamphlet explains that 
more than 300 rules of business prac- 
tice have been adopted and that it has 
been necessary to invoke the power of 
the Commission with reference to less 
than a dozen. “Self-regulation without 
rules would be impossible, and rules 
without enforcement would in many 
eases make self-regulation a mere ex- 
pensive gesture,” the Commission said. 
A wide range of types of industries 
makes up the list of those which have 
held conferences and had their rules 
passed upon by the Commission. 
Among them are paint, varnish and 
lacquer; range boilers; Sheffield silver- 
plated hollowware and steel office fur- 
niture. 

The Commission recently acted on 
rules adopted by the reinforcing steel 
fabricating industry. The report on 
this conference was prepared _ sub- 
sequent to the preparation of the 
pamphlet and is available in mimeo- 
graphed form. The metal lath indus- 
try has held a conference with the 
Commission but the rules adopted have 
not as yet been acted upon by the Com- 
mission. 


Computed orders for fabricated 
structural steel in August, totaling 
365,750 tons, were the largest on 
record, according to reports received 
by the Department of Commerce. The 
showing is attributed to development 
in general lines of trade and produc- 
tion is contrast to the situation regard- 
ing construction of residences and de- 
partments which has shown a falling 
off, due, according to observers, to the 
lull in the real estate market and the 
high money rates. It is contended, 
however, that there are ample signs of 
revival in real estate and it remains 
to be seen what turn the money market 
may take, especially as to whether 
there will be a decrease or increase in 
speculation. A pick-up in the con- 
struction lines which have been lag- 
ging necessarily would affect many 
trades, including the manufacturing, 
wholesaling and retailing hardware 
lines. 
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GENERAL MARKET NEWS 





Seasonal Hardware Items Becoming Active— 


Fall Trade Outlook Good 


NEw YorK, Oct. 2.—Seasonal merchandise in the hardware field 
is showing normally active movement, according to reports from 


important market centers. 


Although September in some respects 


was slightly below earlier expectations, the general trend of buying 
throughout the country points to healthy autumn business in sea- 
sonal lines, and winter goods are already moving in fair early volume. 

The steel industry is reported slowing down after a remarkably 
busy summer and the automobile industry is also curtailing its pro- 
duction somewhat, but general employment averages up fairly well 


at the present. 


Prices for the new year have been announced on some lines, such 


as wire cloth, solder, etc. 
ports on other pages. 


These will be found in the various re- 


The credit situation in general is improving. 





Record General Retail Trade 
Is Predicted for Fall 


Exceptionally good business in the re- 
tail field is predicted for fall and winter 
by the Brookmire Economic Service, Inc., 
in an analysis which points out that em- 
ployment and pay rolls as statistical fac- 
tors are running well above each of the 
three preceding years. Coupled with this 
favorable omen for the retail dealer is 
the indication that good prices for crops 
in spite of short yields in corn and some 
other farm products will also give the 
farmer money to spend in the fall and 
winter, 


New Record Freight Volume 
Handled in First 7 Months 


Class I railroads handled without car 
shortage or other transportation difficulty, 
the greatest volume of freight in the first 
seven months this year ever offered to 
them in any corresponding period the Bu- 
reau of Railway Economics announced re- 
cently. 

Freight traffic for the first seven months 
in 1929 totaled 280,439,978,000 net ton 
miles, an increase of 8,066,690,000 net ton 
miles, or 3 per cent over the previous high 


record for any corresponding period es- 
tablished in the first seven months of 1927. 
It also was an increase of 17,296,229,000 
net ton miles, or 6.6 per cent above the 
same period in 1928. Railroads in the 
eastern district for the first seven months’ 
period this year reported an increase of 
8.6 per cent in the volume of freight traf- 
fic handled, compared with the same period 





in 1928, while the southern district re- 
ported an increase of 1.2 per cent. The 
western district reported an increase of 
5.8 per cent. 

Freight traffic in July amounted to 41,- 
991,315,000 net ton miles, an increase of 
2,838,387,000 net ton miles, or 7.2 per cent, 
over the same month last year. It also 
was an increase of 3,622,054,000 net ton 
miles, or 9.4 per cent, above that for July, 
1927. In the Eastern district there was 
an increase in the volume of freight han- 
dled of 8.3 per cent in July, 1929, compared 
with the same month in 1928, while the 
Southern district reported a _ reduction 
of 1.4 per cent. The Western district re- 
ported an increase of 8.7 per cent. 


Trade Commission Issues Chain 
Store Questionnaire 


Scientifically accurate data regarding the 
marketing and sales of chain stores mer- 
chandise is being sought by the Federal 
Trade Commission through a specially pre- 
pared questionnaire now being sent to the 
retail store chain systems of the country. 

In making up this questionnaire the com- 
mission has had the benefit of suggestions 
and criticisms furnished by representatives 
of a large number of chain store organi- 
zations. 

Statistics and general information of 
lasting value to the business community 
are expected to be obtained as a result of 
this quesiionnaire, and the information 
sought is considered essential to an ade- 
quate answer to the Senate resolution 


adopted by the Seventieth Congress which 
initiated this inquiry. 





Bank Debits Rise 3 Per Cent 
To $20,194,000,000 Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
September 18, aggregated $20,194,000,000, 
or 3 per cent above the total reported for 
the preceding week, and 18 per cent above 
the total reported for the corresponding 
week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $19,102,- 
000,000, as compared with $18,645,000,000 
for the preceding week and $16,217,000,000 
for the week ended September 19 of last 
year. 





Zine Base Price Is $10.50; 
New Price List Sept. 24 
Matthiessen & Hegeler Zinc Co. La 
Salle, Ill., issued on Sept. 24, price list 
No. 35 on M. & H. sheet zinc, effective 
at once with a base price of $10.50. 





1930 Catalog Price List Issued 
on Rich Ladders 


The Rich Pump & Ladder Co., 1300 
Harrison Ave., Cincinnati, Ohio, has is- 
sued a 1930 catalog price list on its line of 
Rich Spruce Ladders, of various types 
and sizes and also on essential accessories. 





Last Week’s Price Average Was 
95.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced Sept. 29 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 95.8 per cent. 
The August average was 97.3 per cent. 
The purchasing power of the dollar was 
104.4c on a 1926 basis of 100c. The Au- 
gust average was 102.8c, says the Journal 
of Commerce. 

Crump’s index of English prices 
the week on the revised 1926 level 
91.6. The August average was 91.8. 

The Italian index on the revised 1926 
basis for week ended September 21 was 
Teas 


for 
was 


Bank Clearings Show Gain of 
27.2 Per Cent Over Last Year 


Bank clearings in the United States for 
the week ended September 26, as reported 
to Bradstreet’s Journal, aggregated $14,- 
542,866,000, as against $14,836,729,000 last 
week and $11,429,762,000 in this week 
last year. There is here shown a decrease 
of 1.9 per cent from last week, but a gain 
of 27.2 per cent over the like week a year 
ago. Canadian clearings aggregated $365,- 
873,000 against $373,181,000 last week and 
$318,815,000 in this week last yeas ’ 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Oct. 1.—The last week has been a very satisfactory 
one for the hardware trade, with particular activity reported in 
guns and loaded shells, fall s sporting goods, stoves, ventilators and 


roller skates. 


Some jobbers have been forced to order additional 


supplies of arms and ammunition recently, and although prices are 
not exceptionally strong, aggregate business this year promises to 
be very good. Lines such as wire products, builders’ hardware and 
automobile tires and tubes are rather quiet, but a good steady 
movement is reported in bolts and nuts, miscellaneous tools and 
other products which are not influenced by seasonal variations. 
Prices for next year are coming to local jobbers regularly and 
announcement is expected next week on wire cloth and screen doors 


and windows. 


These may be below this year’s levels. 


Future quo- 


tations on garden hose show little change from this year’s levels 
while prices on large size copper kettles are advanced considerably 


this fall on account of the high schedules on copper. 


Black, galvan- 


ized and corrugated sheet steel have been reduced 10c. per 100 lb., 
following lower mill quotations, and local jobbers have reduced their 


price on wire nails to $2.85 per keg. 


In some quarters a further 


reduction is expected in the near future, Raw linseed oil has again 
been advanced sharply, now being quoted at 1814c. per gal. in bar- 
rel lots, while turpentine has come down Ic. per lb. to 71c. per gal. 
Collections in this district are rather spotty and far from satisfac- 
tory in the coal regions to the South. 


Following several weeks of declining 
demand, the steel business has devel- 
oped definite tendencies toward price 
weakness in the heavy hot-rolled prod- 
ucts as well as on sheets, nails and 
wire, and to a lesser extent on strip 
steel. Local makers of cold-finished 
steel bars will meet serious competition 
in western New York and northern 
Pennsylvania from the new Buffalo 
maker, which has established a Buffalo 
base price at the same level as Pitts- 
burgh. Steel operations declined about 
10 points during September and further 
curtailment will be necessary this 
month to get production in line with 
present reduced demand. Prospects for 
fall activity are not particularly bright, 
with heavy buying of cars and rails by 
the railroads the most favorable influ- 
ence at this time. The automobile in- 
dustry now seems committed to a defi- 
nitely lower production schedule during 
the remainder of the year and is no 
longer counted upon to provide the large 
output for steel which it has in the 
last three quarters. 


ARMS AND AMMUNITION.—Sales 
continue to increase in volume and 
many jobbers have been forced to re- 
plenish their stocks preparatory to a 
more active demand this month. 


AUTOMOBILE TIRES AND TUBES. 
—Demand continues very weak and 
prices have not been changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 





$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
75; eh x 5.00, $10. 20: tubes, $1.80; 
$10. 65; tubes, $1.85; 32 x 
“8: tubes, $1.90; 28 x 5.25, 
$11. 10; tubes, $1.85; 30 x’ 5. 25, $11.90; 
tubes, $2.00; 31 x 5,25, $12.50; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25, 
Same, 6 ply, 31 x 5. 8 $14.70 tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x’ 6.00, $16.65; 25; 31 x 
6.00, $16. 65; tubes, $2.30; . 32 6.00 
$16. 95; tubes, $2.40; 33 x ’6.00, $17.55; 
tubes, $2.55. 
Tire display racks, $10.00 each. 
Prices in all instances are each. 


BOLTS, NUTS AND RIVETS.—Move- 
ment out of jobbers’ stocks is steady 
and prices are generally well main- 
tained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
tet Nuts. al styles, 

Reveee. —Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—This line 
is still quiet, and further activity this 
year could not be expected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., ~~ “4 per 100 pairs: 
3% x 3% in., $19; 4 4 in., $30. 
Hinges.—Heavy otrap. 
per doz.; 8 in., — 10 in 
extra heavy T, f in., $2. 
8 in., $3.40; 10 in., $5. 40; light strap, 
with screws packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, Pa in., $11 per pair; 
4 in., $12.60. 
Has ps.—Hinges without screws, 
single "aoeen = 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05; safety, 3 in., 


50 per cent off 





, Very Satisfactory Demand Reported for 
» the Past Week. New Price Quotations 


$1.14; 


inn Sets.—Swinging hinges, 10 

$3. per set. 

"Leck Sets.—_Heavy beveled, brass 
inside, $17 per doz., front door, $2.50 
per set; steel in side, $5.25 per doz.; 
front door, $1.65. 


COPPER KETTLES.—New prices have 
been announced on the larger size ket- 
tles, which are now quoted at 45c. per 
lb. Sizes from 8 to 40 gallons are in- 
cluded, and the kettles average 1% lb. 
to the gallon. 


GARDEN HOSE.—Next year’s prices 
on garden hose recently announced have 
been received by local jobbers, and av- 
erage about the same as this year on 
the standard molded garden hose. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


%-in. $6.75 per 100 ft.; 5¢ in. $7.25 
om 100 ft.; %-in. $8.25 per 100 ft. 

LANTERNS.—There is still a fair de- 
mand for contractors’ lanterns, but this 
business is expected to taper off in the 
next few weeks. Other lines are fairly 
active also but sales have been gradu- 
ally pric in the past few weeks. 


BBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH; 
Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.80 each; No. 327, 
$4.70 each. 
Kerosene 


97c. per doz.; 4% in., 6 in., 
1.6 


Lanterns.—Monarch 
Clear, $8 per doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $15.75 per doz.; 
Little Wizard, $8.50 per doz.; D-Lite, 
$13 per doz.; Junior Wagon, $17.25 
per doz. 


MISCELLANEOUS TOOLS.—Demand 
for saws and files is fairly good, and 
other articles in this line are moving 
steadily. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 tt., $5.40; 5% x. 

Electric Drills.—No. 141, 4 
No. 142, $32; eo 122, $48; No. 562, 
$35.20; No. 382, 1.60. 

Files. —Disston, 7) and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

aa Vises —No. 43, $2 each; No. 
43%, $3; No. 44, $5. 


PAINTING SUPPLIES.— Demand is 
rather quiet and prices are established 
at recently advanced levels. Turpentine 
is quoted this week at 71c. per gallon 
in barrel lots, while linseed oil has 
again advanced and is being sold at 
18%c. per gallon. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a - or more; 
turpentine, Tlic. per ore in sede 4 
lots, raw linseed oil, 1 %e. per Ib., 
barrel lots. 


ROLLER SKATES.—This line has be- 
come more active since school has 


(Reading matter continued on page 68) 
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THE AWAKENING OF JOR KOSE. 


WEEKLY LET 
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No, YM SORRY BUY WE 


DONT HANDLE KLEANBORE 
CARTRIDGES. WE 

CARRY THE 

BINGO LINE 

WHICH 1S: AS 

GooD IN EVERY 

WAY AS THE 
REMINGTON . 


ALL RIGHT — ALL 
RIGHT - GIVE 
‘EM HERE. 


o> 


KOSE OPERATED AN ALMOST UP To DATE? 
HARDWARE STORE. 

WHAT! You No, WE DON’T CARRY 

HAVEN'T Got THEM! 


FIND EVERY BIT 
AS GooD. 


BUT WE HAVE ONE You’LL 





SHUCKS ! WHY SHOULD I HANDLE THE 
REMINGTON PRODUCTS? I ALWAYS SELL 
MY CUSTOMERS SOMETHING ELSE 

; EVEN WHEN THEY 

INSIST ON REMING- 








HE BOASTED THAT HE COULD TALK HIS CUSTOMERS 
INTO ACCEPTING SUBSTITUTES. @ 








WELL I'M IN A 
BiG HURRY SO 
ILL TAKE 


YESSIR — HOW ARE You 
FIXED For Sox @¢ 








JOE WAS IN NO MOOD To ARGUE 3O HE TOOK, 
ANOTHER BRAND. 








NEXT TIME ree 
GO To A STORE THAT 
HAS THE BRAND 

















BUT_HE MADE HIMSELF A PROMISE THEN AND THERE @) 


BY Jove ! 
KLEANBORE CUSTOMERS FEEL THIS 
PERS UADE THEM TO 
BUY SomMETHING 


I WONDER IF MY 









































a les 
FOLLOWING THIS LINE OF THOU 
RAN SMACK DAB INTO A 


GHT JOE SUDDENLY 
REVELATION . 








HARDWARE ! 


WHAT BRAND Do 
You WANT THESE 


KLEANBoreE / 
AND PLEASE Do N 


SUBSTITUTE / <> 


| 


=~ 


c} 





i 


























HE WAS FURTHER CONVINCED WHEN HE SAW ONE, 
OF HIS CUSTOMERS LEAVING HIS COMPETITOR'S STORE 
WITH A BOX OF REMINGTON AMMUNITION . @ 








CONSEQUENTLY THE NEXT TIME A SALESMAN CAME 
ALONG HE DID THE SENSIBLE THING 
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opened, and jobbers’ sales are rather 


good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


oe ey a Co. line, No. 2, 
_ sf r pr.; No. a er pr.; No. 
i 


as per pr.; No. 5, $1.45 per pr. 
inslow line, No. 38%, $1.45 per 
c.3 — 38, $1. 60 per pr.; No. 38, rub- 
er tire, $2. 50 per pr. 
ne dine, pg —. $1.35 
r.; No pr. 
“oF line, No. 103, dnila’s skate, 
75c. per pr. 
SASH WEIGHTS.—Demand is negli- 
gible, and prices are unchanged at $42 
a ton, f.o.b. Pittsburgh. 


SCREEN WIRE GOODS. — Manufac- 
turers’ prices on screen wire cloth and 
screen doors have been received by local 
jobbers, who will announce their quota- 
tions during the next week. These 
prices will be somewhat lower than 
they were last year. 


SHEET METAL.—There is a fair 
movement in sheet copper and zinc at 
unchanged prices of 27%c. per lb. for 
copper and 11%c. for zinc. 


SHEET STEEL.—Prices on black and 
galvanized sheets have been reduced 
10c. per 100 lb. Black sheets are now 
quoted at 4.05c. per lb. in lots of 24 
bundles, while galvanized sheets are 
quoted at 4.70c. Galvanized corrugated 
sheets have also been reduced by sim- 
ilar amount. Light plates and blue an- 
nealed sheets are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Black sheets, No. 24 gage, in lots of 

1 to 24 bundles, 4.05c. per Ib. 
eee sheets, No. 24 gage, in 

lots of 1 to 2 4 bundles, 4.70c. per Ib. 
Light a 2. blue annealed, No. 10 





gage, in lots of 1 to 24 plates, 3.45c. 
per Ib. 

Blue annealed sheets, No. 13 gage, 
in lots of 1 to 24 sheets, 3.60c. per 


Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.83 per square. 


SPORTING OOODS.—There is a heavy 
movement in fall lines of sporting 
goods, particularly footballs and foot- 
ball equipment. 


STOVE PIPE.—Demand was consider- 
ably improved by the recent cold 
weather, and shipments out of- job- 
bers’ stocks are rather heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lustro stove, opine, 8-in., $6.75 per 
doz.; 4-in., i doz.; “i re in., $9.00 
per doz., 6- A i ee 7 50 per doz. 


Lustro stove pipe elbows, 3-in., 
$4.50 per doz.; 4-in., $5.25 per doz.; 
7.75 per 


5-in., $6.50 per doz.; 6-in., 
doz. 


VENTILATORS.—Ventilator sales were 
also improved by the recent cold 
weather, and present movement is con- 
sidered very satisfactory by most job- 
bers. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Continental line: De-Flekt-Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
Continental 


117, $3.75 per doz. net. 

wood frame cloth ventilators, No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, 2.20: No. V-949, 3.75; No. 
V-959, $4.40; No. V- 1537, $3. 45; No. 
V-1549, $5. 00 per doz. Conti- 


nental metal frame cloth ventilators, 
_ 833 he 50; No. 837, $2.80; No. 845, 
3.75; 1137, $3.45; "No. 1145 $4.40; 
0. 1437, $5.00, and No. 1440, "$6.66 
per doz. NET - 
o. 


Diamond E, "No. he = Bet os ~; 


3 
ng r doz.; No. 2, $5.60 per doz.: 
? 3 $6.40 0 per doz.; No. 4, $7.60 per 
a: No. 5, $8.40 per doz. 








Wurldsbest May ae a 2, 
* 75; No. 3, $2.00; N $2.50 ; No. 

A, $3:00; No. 6A, $4.00: No. 6B, $4.50; 
be 6C, $5.00. Thees are 
HACH prices and subject to a deal- 
ers’ discount of 33% per cent. 


WIRE PRODUCTS.—Nail prices have 
been reduced 5c. a keg following a 
weakness in mill quotations, and fur- 
ther decreases are expected in some 
quarters. Demand for both wire and 
wire nails is rather quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.QO.B. PITTSBURGH: 
Fence Wire 


per 100 Ib. Annealed Galvanized 
No $3. 


oO. A to 9 gage...... $2.90 
2.95 





Barbed wire (per 80-rod spool): 





B*DOMNE WRLTIS. oo 6 ssscccenvenees «$2.89 
BENE DOD vcccscosccccesce coves BUD 
Seen BNE naps Sane eseescdsgaices 3.34 
SeEE, MURTEO: Gu5csw bi-si0 are s0a.b.s 3.09 
2-point cattle (special) ......... 2.20 

Field Woven Wire Fence (per 100 
rods): 

DUET OEE- Dewap css cerabeen sane +++ 6939.80 
DED Sisecidevssseueasees es ooo Obiee 

| Se er ee 27.70 
oS BEE ner 37.00 
gy! Seer ee 35.80 
PPD akss cece sb bavaauawaan exes 49.20 
gy 4 and rabbit (No. 14% 5385 
i | ao RE ee 50 
= oes pion ae ee +a 
errr eee 49.50 

Smaller mesh: 

SS Saar rr $37.00 
210) PED. 5040090500 anae 44.50 
OS Paar 52.00 
SS rer ree 60.0 

Steel Fence Posts: 

Painted 
Galvanized le 
Tubular Steel 
sscccssec eset, MEN 


..55c, each 38c. each 
.-65c. each 40c. a 





sewer eeereesesesene 


7% ft. 45c 
Bright nails, "base, per meg: "$5's 85 





TWIN CITIE 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Oct. 1.—The Northwest Radio and Electrical Show, 
held at Minneapolis last week, contained much of interest to the 
hardware dealer, and many of them were present from over the 


territory tributary to the Twin Cities. 


Radio and electrical appli- 


ances are growing in stocks in the hardware world. 
With the hunting season open, sportsmen’s supplies are much in 
demand. Guns and ammunition are selling well, with other accesso- 


ries keeping pace. 


Ducks are reported as plentiful over much of 


the territory, which adds to sporting goods sales. 
Some important price changes are to be noted this week. Nails 
and wire are lower in prices, while solder and putty show a slightly 


higher price level. 


AXES.—Sale is improving slowly in 
this line. Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES. 


Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS.— Demand continues steady, 
with stocks well assorted. Prices have 
not changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag ere 60 per cent from stand- 
ar sts 


BALE TIES.—Call for bale ties is 
steady, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Binge loop, 9% x 14, $1.51; 9% x 15, 
$1.36; 9% x 14, $1.53 per bundle. 





Hunting Season Creates Active Demand 
for Guns and Ammunition 


BRADS.—Deliveries still show a fair 
volume, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES, 


Wire brads, in 25-lb. box, at 75 per 
cent from lists. 
BUILDING PAPER.—Demand is good, 
with stocks ample. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES. 


Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 
CHAIN.—Sales are steady with fairly 
good volume. There has been no change 

in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Log chain, fepoues. % x 14, $17.75; 
5/6 x 14, $16.75; % x 14, $15.00; log 


chain, self colored, 3, - 2 $16. 25; 
5/16 x 14, $15.25; % x 14, gn 50; proof 
coil chain, ¥% in., $14.00; "% i oh 25; 


% in., $10.50; 5% in., $10.25 out, net. 
CHURNS.—Call for churns is tapering 
off from the high point, although there 
is always a good demand for this line. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES. 


(Reading matter continued on page 70) 
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en the door- closes 
AUTOMATICALLY 
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Prevention Week 


OCT. 6 to 12 
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»2=-| Certain protection— 
4 =-10 As soon as the temperature reaches There is a type of FyeR-Wall door 
aE 160 degrees your FyeR-Wall doors fitted with R-W automatic hardware, 
os E- close tight—automatically. to meet every condition. And they 
3 E& They’re made of heavy corrugated cost no more than tin-clad doors! 
—S E10 galvanized steel sheets with thick FyeR-Wall doors and automatic 
3 £- sheet-asbestos between. They're guar- hardware carry the label of the Under- 
2 3 E_ anteed for 25 years. There’sno upkeep writers Laboratories. They protect life 
3 £ cost and they save 15% to 25% of and property. Prevent spread of fires. 


your yearly insurance premiums. Send for catalog of complete line. 


ichards-Wilcox Mf. (0. 


“A Haneer forany Door that Slides. 
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Barrel type churns, 2344-5 per cent 
from lists. 


COAL HODS.—Sales 


are gradually 


increasing and stocks are well filled. 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


Coal hods, japanned, open, 17-in., 
$3.25 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized, open, 
17-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6.30 doz., net. 


EAVES TROUGH, CONDUCTOR | 


PIPE AND ELBOWS.—Demand 


is 


strong, with stocks ample. Prices have 


not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized; in crates, $5.25; 
6-in., $6. 40; conductor pipe, 3-in., in 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 


FIELD FENCE.—Call is steady, with 


fairly good volume. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26 in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 


FILES. — Demand continues 


Prices have not 


fairly 


strong, with stocks well filled. Prices 


are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Nicholson files, 50 per cent, and 
peenery brands, 60-10 per cent from 
ist. 


GALVANIZED WARE.—This line con- 
tinues to move well. Prices seem to be 


firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Standard, galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16- at., $4.70; is-at., $5.50; 
standard tubs, No. 1, $7.15 No. 2, 
$8.00; No. 3, $9.35; akon No. 
$13.20; No. 2, $14.40; No. 3, $15. 60 
doz., net. 


GLASS AND PUTTY.—Call for these 
items is growing as the cooler weather 


approaches. 


Stocks are being graded 


up. Putty has advanced 50c. per hun- 


dredweight. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


MILK CANS.—While sales are not so 


great as earlier in the year, there 


is 


still a good demand for milk cans. 


Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 


NAILS.—Deliveries are still good, with 
stocks being graded down for the end 
of the season. Prices on nails are 10c. 


lower. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.10 per keg. base. 


PYREX OVENWARE.—Sales are im- 
proving in this line, with stocks being 
graded up for the fall and winter trade. 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 


$1.00; No. 643 
$1.17; No. 634 casseroles, 
212 bread pans, 60c.; No. 
209 pie plates, 


casseroles, 
casseroles, 
$1.31; No. 
200 pie plates, 67c.; No. 


| No. 623, 


60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea ‘pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 


| REGISTERS.—Call for registers con- 


| 
| tinues good, with prices unchanged. 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Cast ‘iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE.—Rope sales are fair, with no 


| change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 
Best grade manila rope, 24c.; base; 
best grade sisal, 17%c. lb., base. 


| SANDPAPER. — Demand 


firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb. base; 
second grade, 38c. Ib.; third grade, 
27c. lb. base net, and cast iron sash 
weights, $1.95 cwt., net. 


Prices have not been changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent round 
head brass, 32% per cent from lists. 


SNOW SHOVELS.—Opening prices 
this line still hold. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SIDEWALK CLEANERS. 
prices have not changed. 


SKATES.—Jobbers 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$7.75; Union, No. 590 and 590L, $5.25: 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair net. 


with prices slightly lower. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Warranted half and half solder, 
3ic. lb., and strictly half and half 
solder, 32c. lb., in 100-Ib. boxes net. 


fair volume. 


TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 





continues 
| good, with stocks well filled. Prices are 


SASH CORD AND WEIGHTS.—Call 
for these lines is still fair, though the 
building season is tapering off. Prices 


SCREWS.—Demand continues steady. 


— Initial 


indicate that the 
demand for ice skates is going to be 
very good this year, according to or- 
ders already on hand. Prices are firm. 


SOLDER.—Deliveries are fairly heavy, 


STEEL SHEETS.—Call is steady with 
Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE. 


STEEL TRAPS.—Retail sales are nat- | 


| Season opens. 


| WRENCHES.—Demand 


urally light, but dealers are expecting 
a fairly heavy sale of traps when the 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. vei CITIES: 
Victor steel traps, No. 0, 44,10; No. 
1, $1.38; No. 1%, $2.44; No 62% 


Oneida jump traps, No. 0, sn 59; 
1, $1.83; No. 1%, $2.81 doz., net. 


Prices have not changed. 


STOVE BOARDS, PIPE, ELBOWS 
| AND DAMPERS.—Retail demand 


increasing, with stocks well 


Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Crystallized stove boards, 28 x 28, 
$16.00; 30 x 30, $18.60; 36 x 36, $25.95 
doz., net. 

Stove pipe, 
knocked down, 6-in., 
lengths; elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


uniform, blued, 28-ga., 
$12.00 per 100 


is 


filled. 


TIN.—Demand is steady, with fair vol- 


ume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $14.75 box, net. 


WHEELBARROWS.—Call for this line 
is gradually growing less as the end of 


the season approaches. 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70 doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; Amer- 
ican garden, $6.25 each, net. 


Prices have not 


WINDOW VENTILATORS.—Sales are 
| steadily improving for window ventila- 
| tors, and dealers are recognizing this 

as a standard item for stock. Prices 


are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No 


$ 
1145, $4. 40; No. 1437, $5. 00; De-Flekt- 
Air, No. 63, $2.20; No. 7, 2.60; No. 
88, $3.75; No. 117, $38.75; Diamond E, 
No. 01B, $3.60; No. 01, 


$4.80; No. 03, $5.60; N 1B, $4.40; 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 3L, $7.20; No. 4, $7.60; No. 5, 
$8.40 doz., net. Wurldbest, No. 2, 
$1.75; No. 3, $2.00; No. 4, $2.50; No 
5A, $3.00; No. 6A, $4.00; No. 6 


: B, 
$4. 50; No. 6C, $5. 00 EACH LIST, with 
dealers’ discount of 334%, per cent. 


WIRE.—Call for wire is still good, with 


stocks ample. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized barbed cattle wire, $3.06 

per 80-rod spool; galvanized barbed 

hog wire, $3.26 per 80-rod spool; No. 


9 (base) smooth galvanized wire, 
$3.55 cwt., and No. 9 smooth black 
wire, $3.10 cwt. 


is steady 


| this line, with prices firm. 


| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches.—Radio and 
electric sets in metal cases, $2.75; 
No. 101, Master Service Sets, $13. Me 
No. 202; Heavy ny Sets, $3.80; 
404 Flexible Socket Set, $8; No. 608; 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No 
1917, Giant Snap-on with tote heavy 


duty ratchet, $27.35 list, less 33% 
per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


(Reading matter continued on page 72) 


Prices show a decline. 
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CHEVROLET TRUCKS 


provide Dependable Service 
Remarkable Economy... 


Six-Cylinder 


The popularity of the. new Chevrolet six- 
cylinder trucks continues to be one of the 
outstanding sensations of the automotive 
industry. And small wonder—for here 
are provided exactly those qualities which 
make a truck desirable. 


Here is the finer performance of a great 
six-cylinder valve-in-head engine—which 
gives you the higher speed, greater smooth- 
ness and increased flexibility so necessary 
in modern traffic! 


Here is dependability that keeps your 
truck on the job for month after month 
with the very minimum of servicing— 
made possible by years of development 
and more than a million miles of testing 
at the General Motors Proving Ground! 


Performance 


Here is overall economy that has amazed 
some of the most exacting fleet operators 
in America—for not only are these new 
six-cylinder trucks available in the price 
range of the four, but they actually use no 
more gasoline and gil than their famous 
Chevrolet 4-cylinder predecessors! 


And, finally, here is perfect adaptability 
to almost every conceivable line of busi- 
ness—for leading commercial body build- 
ers have designed for Chevrolet trucks 
the widest range of body types known to 
the commercial car industry! 


See your Chevrolet dealer today. He has 
a truck exactly suited to your needs—and 
it will give you a measure of service you 
never expected at such low cost! 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 
Division of General Motors Corporation 


=... 5595 GehtPelivery $400 


eoeee of 


ts ‘545 wince "* 5650 


All prices f. o. b. factory, Flint, Michigan 





A SIX IN THE PRICE RANGE OF THE FOUR! 
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Slight Recession in Demand for Hardware 
CH | CAG ; Items but Trade as a Whole Is Healthy 


(Chicago office of HARDWARE AGE) 

CHICAGO, Oct. 2.—The crest of the hardware wave is curling over to a 
slightly lower level, but the wave itself is moving on under the weight 
of real volume. Unusually good movement developed in July, August 
and early September in this territory. Wholesalers had some difficulty 
in keeping abreast of all orders; now, however, they are shipping 
promptly since the rush for goods has subsided to something more like 
normal demand. 

With the longer nights and shorter days, fall merchandise is moving 
out in a steady stream. Radio is active. B batteries are beginning to 
move in advance of the World’s Series and other interesting things on 
the fall and winter air program. 

Not much change is to be reported in the steel situation, either as to 
market or volume. Both are steady. Fourth quarter buying, however, 
shows some lack of interest. Sheet mills are beginning to catch up with 
orders to an appreciable extent; for a long while they had been weeks 
behind. Business on blue annealed sheets is especially heavy. 

Light “hard” axes are picking up. So are nail hammers. Hatchets 
are quiet. Nails and wire are moving more readily. Furnace shovels 
have advanced and are conspicuous in current orders. Chain sales are 
much larger than in 1928. The movement in builders’ hardware shows 
some improvement in the building situation. Bolts and nuts show a 
good volume. 

Though the hardware business in this market reveals a slight reces- 
sion of demand, trade on the whole is healthy. Prospects for a steady 
fall trade are bright. 


ALARM CLOCKS.— Present indica- ey ae te. each; Champion Blue 
; 4 ox line, 58c. eac ms . C., 58c. each; 
tions point to a os teen Sade. +. lots of 100, 50c.; A. C. Special Ford, 
mornings are developing the usual de- Cc. eac 
° Spot Lights.—Appleton, No. 3280, 
mand for alarm clocks. Prices un- $6.5 ay iat 
changed. Chains. 2 gp neve  armene pair lots, 
35 per cent discou 
JOBBERS’ QUOTATIONS TO RE.- Jacks.—National "Standard No. 21, 
TAILERS, F.O.B. CHICAGO: $1.30 each. 
Big Ben, plain dial, $27.48 per doz.; Pumps.—Rose, 1% in., cylinder, 
Big Ben, luminous ‘dial, $37.92 per $1.85 each. 
doz.; Big’ men, De Luxe Nickel, $31.68 Tires and Tubes.—Mansfield tires 
er doz.; Big Ben, De Luxe Nickel, 30 x 3%, Liberty cord, $4.85; Mans- 
fuminous ad, $42.24 per dozen; Big field heavy duty oversize, $6.50; Lib- 
De Luxe colored, plain dial, erty, 32 x 4, $9.50; Mansfield heavy 
pon 68 per doz.; Big Ben, colored, duty, 32 x 4, $11.50; Mansfield double 
luminous dial, $42.24 per doz.; Baby service, 29 x 4.50, Re ra 32 x 6.50 
Ben, plain dial, $27.48 per doz.; Baby $27.60. Tubes, 30 3%, Mansfield, 
Ben, luminous dial, $37.92 per doz.; $1.30 each; 7 x 4. 40, Mansfield, $1.50 
Baby Ben De Luxe, nickel plain dial, each; 30 x 3%, Liberty, $1.05 ‘each; 
$31.68 per doz.; Baby Ben De Luxe 20 x 4.40, Liberty, $1.29 each; 32 x 
nickel luminous dial, $42.24 per doz.; 6.50, $2.70 each. 
Baby Ben De Luxe colored plain dial, Less 10 per cent on casings and 
$31.68 per doz.; Baby Ben De Luxe 12% per cent on tubes. 
Anti-Freeze Solutions. — Prestone, 


colored luminous dial, $42.24 per doz.; 


America plain dial, $12.60 per doz.; $3.80 per gal. in less than full case 
America luminous dial, $18.96 per lots; in full case lots, $3.60 per gal. 
doz.; American Colored Clocks, $12.60 
per doz.; Sleepmeter plain dial, $16.80 BICYCLES.—Current business is about 
per doz.; Sleepmeter luminous dial, 
$25.20 per doz.; Ben Hur plain dial, the same as last year; the outlook for 
$21.12 per doz.; Ben Hur luminous ; ; ‘ 
dial, nickel, $29.52 per doz.; Ben Hur the rest of the fall is bright. No price 
plain ial colored, $21.13, per fox: changes. 

en ur, luminous al, colored, 
$29.52 per doz.; Tiny Tim Nickel or JOBBERS’ QUOTATIONS TO RE- 
colored a $54.9, por foe. Ry TAILERS, F.O.B. CHICAGO: 

ode ocket en atches, K 
per doz.; New Model Pocket” Ben ewble Rex, Motor- Rice,» Model 
Watches luminous dial, $18.96 per and boys’ juvenile model, $22.60. 


doz. Lots of 2 dozen or more, all one 
kind or assorted, are subjct to an 


extra discount of 2% per cent. In BOLTS AND NUTS.—There is a good 


lots of 6 dozen or more, all one kind 

or assorted, are subject to an extra volume of orders. Market firm. 
iscount o per cent. estclox an 

Watches, plain and luminous dials, JOBBERS’ QUOTATIONS TO RE- 
may be assorted to obtain quantity TAILERS, F.O.B. CHICAGO: 
discounts. Carriage bolts, cut thread, 60 per 


cent discount; machine bolts, cut 


AUTOMOBILE ACCESSORIES.—Or- thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 





ders are still seasonally slack on tires lag screws, 60 per cent discount 
and tubes. The market is no stronger. All serene are quoted from “full 
TAREE BIE GMa! FE | 
Spark. Plugs--Splitdort a ‘poras, | BOTTLING SUPPLIES.—With the ex- 
50c. each; regular, 58c. each; Cham- ception of filter bags and bung tubes, 





the line is rather inactive. Prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single bottle washer, $4. as each; 
double bottle washer, $2.75 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; ; crown 
caps, double lacquered in 50 
lots, 154%4c. per oss; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—Building 
is somewhat on the increase and de- 
mand corresponds with that condition. 
Prospects are good. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
3% x 3% steel ert old copper ae 
dull brass finish, $2.16 per doz. 
in case lots; less Roy case lots, P34 34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. pair in case lots; less than case 
lots, $3.12 per doz. air. Heavy steel, 
bevel, inside sets, $6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


COAL HODS.—This line is extremely 
active. Daily volume is heavy. Opin- 
ion prevails that current prices will 
hold throughout the season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Galvanized, 16 in., open, $4 doz.; 
17 in., $4.30'doz.; 18 in., $4.70 doz.; 
Japanned, open, 16 in., $2.95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvanized, funnel, 17 in., $5.35 doz.; 

in., $5.80 doz., Japanned, funnel, 
7 in., $4.10 doz. 


CARPET SWEEPERS.—Trade is rather 
lively. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, 42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids, Japanned and colors, $44.00 
doz.; Grand Rapids, Nickeled, $48.00 
doz.; American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAIN.—Sales are much heavier than 
last year. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


%-in. Proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. 


COPPER RIVETS AND BURRS.— 
Movement is lively. Intimations of a 
price advance persist. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Copper rivets ard burrs, 30 and 5 
per cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—In view of the coming 
world’s series, B batteries are begin- 
ning to show signs of heavy sale. Vol- 
ume throughout the line continues to 
climb. Prices unchanged. 


JOBBERS’ aa clean TO RE.- 

TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise. — No. 

rubber covered wire, $6.50 per 1000 


(Reading matter continued on page 74) 
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THE SHIPPING BOARD 




















Between the chute at the left and the roller conveyor on the extreme right stands the 


“HALLOWELL” SHIPPING-ROOM TABLE OF STEEL 


squat and square and smooth of top—the ideal Steel throughout—smooth throughout; and 
“shipping board.” without a single splinter to tear and retard. 
Not a lost motion anywhere; the chute disgorges While this installation is very suggestive there 


onto the “HALLOWELL”; the packer packs and are innumerable others, so many in fact, that we 
slides his parcels along the hard, splinterproof steel have to carry 1,368 different sizes and styles of 
top until gravity gets in its fine work on the inclined “HALLOWELL” Steel Benching in Stock— 
apron and feeds the ever-ready roller conveyor. thoroughly covered in our 


BULLETIN 386 — GET IT 
BY ALL MEANS 


The cuts on either side show 
“HALLOWELL” Steel Bench- 
ing a little more in detail than 
above. 

The clean-cut, rugged and 
rigid construction, so good to 
look upon and devoid of inter- 
fering angle braces is obvious. 

And those smooth splinter- 
proof steel tops surely suggest 
progressive, 20th century 
equipment. 

The “shipping board” above 
is identical in construction, 









Pat’d and Pat’s Pend’g 


Lay ee that’s why it works so well. “HALLOWELL” 
“HALLOWELL”’ We carry 1,368 Sizes and Styles Steel Work-Table 
Steel Work-Bench of “Hallowell” Steel 


Benching in Stock 


STANDARD PRESSED STEEL CO. 








uy Le 








BRANCHES BRANCHES 
BOSTON JENKINTOWN, PENNA. NEW YORK 
CHICAGO SAN FRANCISCO 


DETROIT BOX 535 ST.LOUIS 
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ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key socket, 13c. each; lots of 
25, 12%c. each; two- -way plugs, 45c. 
each; in lots of 10, 40c. each; two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 55, 32%4c. each; less 
than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal, 9169, $16.65. 

Electric Fans.—6 in. Polar -— 
$2.75 each, lots of 12, $2.65; 8 
Polar Cub, $3.20 each, lots of 1 
$3.05; 10-in. Oscillating Cub, 00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating Northwind, $10.50 
each, lots of 10, $10.13. 

Radio Supplies.—Radio B batteries, 
D 779 E. $1.40 each; case lots of 5, 
$1.30; No. 770, $3. each; packages of 
5, $2.80; No. 771, $2.06 each; packages 
of 5, $1.92; No. ‘486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c; UX- 
199, $1.20; WxX-227, $1.50; UG-171A, 
$1.35; UX-250, $6. 60 each; UX-245, 
$2.10 each; ox 224, $2.40 each, 


FLINT PAPER.—Orders show plenty 
of snap. Prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


9 x 11 sheets, in ae No. 9, 
$4.05 per ream; same No. 1, $4. 85 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.65 per ream; same, No. 1, 
$4.40 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x 11 sheets, in boxes, No. 1, 75 
sheets per box, 76c.; 8% x 10% 
sheets, No. 0, 100 sheets per box, 76c. 
8% x 10% sheets, No. 1, 75 sheets 
per box, 67c. 


FISHING TACKLE.—It is too early 
for any large volume on futures. Cur- 
rent trade is falling off. No price 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Bronson Level Winding Reels $1.50 
each; Meisselbach Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowegiac Reel C4CD, $7.00 each; 
Heddon Gold Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno, Dis- 
played on card, $2.00 card; Creek 
Chub Pike Minnow Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
Injured Minnow Assortment, $2.00 
asst. 


FRUIT PRESSES.—Not much business 
has yet developed in this line. Former 
prices hold. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


4 qt. tinned cylinder, $3.25 each; 6 
qat., $4.00 each; 12 qt., $6.00 each; 
fruit presses, wood tubs, No. 0, $3.90; 
No. 1, $7.40; No. ed $9.75; No. 3, 
$15.00; No. 5, $24.50 


FURNACE GOODS. — Demand is 

strong. Prices have advanced. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


D- handle, competitive grade, $5.50 
per doz.; good grade, hollow-back, 
59, 00 to $10.00 per doz 


GLASS AND PUTTY.—Price conces- 
sions are made in some markets, but 
there is no general change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 





Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 Ibs.; 
commercial, $3.15 per 100 ibs. 


GRAIN SCOOPS.—Some orders are 
still coming in. Prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz.; No. 
14, $17 per doz. 


GOLF GOODS.—Quality merchandise 
still leads the demand. No new prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts, 
$3.65 each: Lo-Skore Irons, hickory 
shafts, $2.35 each: Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.35 each; Community Clubs, 
Woods and Irons, 80c. each: Craw- 
ford-McGregor Uni-Sets, McGregor 
Duralite Matched Irons (6 in set), 
$36.00 set; Silver King Golf Balls, 
$7.50 doz.; Royal Golf Balls, $6.50 doz. 


HAMMERS AND HATCHETS.—Nail 
hammer sales are especially good; that 
is also true of light “hard” axes. 
Hatchets are quiet. No early price 
changes are expected here. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Hammers.—First quality, 19 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; comnetitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2. shingling, $12.50 doz.;_ first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchet. No 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


NAILS, WIRE AND STAPLES.—Mill 
and local stock prices on nails remain 
firm at $2.95 base. Sales activity is 
improving. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


L.c.]l. quantities. common wire and 
cement coated nails, $2.95 base; car- 
loads, on application; steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
ner cwt.; No. 9 galvanized. plain wire, 
$3.75 per cwt.: catchweight spools, 
galvanized cattle or hog wire. $3.85 
ner cwt.: polished fence staples, 
$3.65 per cwt. 


PREPARED ROOFING. — Movement 
continues heavy. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Best grade, selected surfaced, pre- 
pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 
per square; best grade, talc surfaced, 
$2.10 per square; medium grade talc 
surfaced, $1.43 per square; light 
grade tale surfaced, $1.00 per square; 
red rosin sheathing, $50 per ton. 


PAINTS AND OILS.—Prices are up 
again on linseed oil. Shortage of the 
flax crop exerts a stiffening effect on 
the market. Demand is down. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, $1.32 


per gal.; 5 barrel lots, $1.29 per gal. 

Linseed Oil, Boiled.—Barrel lots, 
a per gal.; 5 barrel lots, $1.32 per 
gal. 


Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 68c. per 
gal., net. 

White Lead.—100 lb. kegs, $13.50 
cwt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. 
— $13.75 cwt.; 12% Ib. kegs, $14 
ewt. 


Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 


English Venetian Red.—In barrels. 
54%c. per lb.; in 100-lb. lots, 6%c. 
per Ib. : 

—— Paste.—Barrel lots, 7% c. per 


PYREX WARE. — Improvement in 
trade seems to vary largely with indi- 
vidual retail effort. No new prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Round casseroles, 1 qt., $12 per 
doz.; 1% at., $14 per doz.; 2 qt. $16 
per doz.; Oval casseroles, same 
prices as ‘round; 8-in. pie plates, $6 
per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
doz. large utility dishes, $14 per 
doz. 


ROPE.—Shortage of the sisal crop in 
Yucatan is causing some concern in the 
trade. Sales are moderately heavy, but 
prices are firm and unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Best manila, standard brands, base, 
22c. per Ib.; ‘No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per lb.; No. 2 
sisal, 144%c. per Ib 


SASH CORD.—Demand is good, though 
not quite so heavy as formerly. Prices 
firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O0.B. CHICAGO: 


Standard grade, No. 7, $7.94 per 
doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 
$8.55 per dom 


SASH WEIGHTS.—Sales continue bet- 
ter than usual at this market. Prices 
remain unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Ideal (full weight), less than car- 
load lots, $36 per ton. Carload lots, 
$33 per ton. 


SCREWS.—This item is in wide de- 
mand. Prices hold steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 45 per cent; 
round head, blued, 40 per cent; flat 
head, brass, 87% per cent; round 
head, brass, 32% per cent, Larger 
orders 10 per cent less. 


STEEL SHEETS, FLAT OR CORRU- 
GATED.—Mills are still busy, but are 
now beginning to catch up on orders. 
Prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


24-gage, galvanized sheets, $4.90 
per 100 Ib.; 24-gage black ‘sheets, 
$i 05 per 100 1b. 


(Reading matter continued on page 76) 
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Kveny time a dealer sells a 
ean of “61° Quick Drying Var- 
nish he does so with confidence 
mand the customer buys with 
eonfidence, beeause the symbol 
<G1°° earries a guarantee of 
satisfaction. That is something 
which has a cash value. 

This perfected four-hour var- 
nish in Clear Gloss, Dull Finish 
and Colors, for floors, furniture, 
woodwork and linoleum, is one 
more trump card in the hands 
of live dealers. National adver- 
tising, augmented by effective 
sales helps, is paving the way 
for sales in your community. 
Are you ready? Write for com- 
plete details of the Introdue- 
tory Assortment. 

PRATT & LAMBERT-INC. 
114 Tonawanda St., Buffalo, N.Y. 


In Canada: 2° Courtwright St. 
Bridgeburg, Ontario 
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NEW YORK: 


be a very active month. 


New YorK, Oct. 1—Rough estimates of September business do 
not look as encouraging as did the early: predictions that it would 


It has been a very busy month with local 


wholesale distributors of hardware, housefurnishings and allied 
lines, but the dollar and cents volume has been slightly less than 
was expected. The number of individual orders received would be 
considered very satisfactory were it not for the fact that the unit 


of sales per individual order is abnormally small. 
however, is not considered alarming, as_ it 


This condition, 
is generally be- 


lieved that retail stocks must be running light and therefore a more 
active replacement demand should start promptly and with it it is 


hoped that collections will improve. 


only fair. 
Prices continue very firm in all parts of the Metropolitan hard- 
ware market on practically all lines. 


ASH SIFTERS.—Fair demand con- 
tinues with prices unchanged. Stocks 


The latter are reported as 





are ample. 


BOLTS AND NUTS.—Normal sale 
continues with prices firm. Stocks are 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. NEW YOR 


a galvanized ash Site: $2.00 
ch. 

In lots of 12 or more, $22.50 per 
dozen. 


considered satisfactory. 


BRIDGE FURNITURE.—For a com- 
paratively new item in this market, the 
demand for bridge tables and chairs 
must be considered very satisfactory. 
It is believed that the interest will be 
very keen during the coming holiday 
season and between now and that time, 
a good volume is expected. Prices are 
steady and not expected to change. 


JOBBERS’ QUOTATIONS RE- 
TAILERS, F.0.B. NEW YOR 


Carriage bolts and lag screws, % 
by 6 and smaller, 60 per cent off list. 
Larger, 50 and 10 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, 4 ¥% by 6 and smaller, 
60 per cent off list: larger to 1 by 30, 
50 and 10 per cent off list; 1% to 1% 
a diameter, 30 and 10 per cent off 


“Stepbolts, 50 per cent off list. 


Stocks are adequate. 


BUTTS.—Steady sale with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Bridge tables, Trump, mahogany, 
green and red, $1.40 each. Queen 

Luxe, red and green, $2.80 each; 
Queen Supreme, mahogany, green 
and red, $4.00 each. 

Bridge chairs, packed in cartons of 
four and sold only in that quantity. 
No. 10, mahogany, green and red, 
$1.75 per chair; No. 30, red and 
green, $2.65 per chair; No. 40, ma- 
aeany, green and red, $4.50 per 
chair. 


Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 24% cents per pair in less 
than case lots, and 23 cents per pair 
in case lots. 





CHRISTMAS TREE LIGHTS.—Fu- 
tures are considered satisfactory, 
though the volume on this line has not 
been heavy. Prices are firm. 


JOBBERS’ QUOTATIONS = RE- 
TAILERS, F.0O.B. NEW YOR 

Propp sets, No. 842, 85c.; 
$1.16; No. 83, $1.43; No. 73, 
72, $2.43; No. 3020, $1. , 
$1.48; 306, 87c.; No. 305, 87c. and 
— 510° vt 38. Prices are each and 
net. 
Noma outfits, No. 8500, $3.94; No. 
116, $4.54, and No. 1600, $3.00. Prices 
are each and net. 

Christmas tree lamps, 
Mazda assortment (100 in heals. 56. 90: 
No. 78, Mazda lamps, 10 in a box, in 
following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 
10 to 100, ba 10 per 100; 100 or more, 
$6.90 per 100. 


CLOCKS.—Fairly steady sale reported 
for clocks and watches. 


JOBBERS’ ne hl hee J ane, RE- 
TAILERS, F.0O.B. NEW Y 


No. 830, 


Alarm __ clocks; i. ‘$1.05 ; 
America, luminous, 1.68; Sleep- 
Meter, $1.40; Sleep- Meter, luminous, 


$2.10; Ben. Hur, “. 76; Ben Hur, lumi- 
nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3.16; Big Ben De Luxe 
$2.64; Big Ben De Luxe, luminous, 
$3.52; Baby Ben, $2.29; Baby Ben, 
luminous, $3.16; Baby Ben De Luxe 
(any finish $2.64; Baby Ben De 
Luxe, luminous, $3.52; Tiny Tim (any 
finish), $1.50. Prices are each and 
net. 

Auto clocks, plain dial, $1.50 each: 
luminous dial, $2.10 each. 

Watches Pocket Ben, $1.05 each; 
Pocket Ben, luminous, $1.58 each. 

Extras on alarm clocks in lots of 
two dozen, 2% per cent; on lots of 
six dozen or more, 5 per cent. 


FIREPLACE FURNITURE.—The re- 
cent cold spell pepped up the sale on 
this equipment and business to date is 
encouraging. Prices are firm. 


JOBBERS’ re ~- RE- 
TAILERS, F.O.B. NEW YOR 

Andirons, black finish, ey ‘to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; ‘black-brass balls, $6.75; 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 


Grate baskets, black finish, $5.75 to 
$6 each; Flemish, 
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$8.65 to $10 each. 





September Business Lighter Than Was Ex- 
ied, Replacement Demand Is Looked for 


Spark guard, black finish, $4.15 
each. 


Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


FRUIT PRESSES.—At press time con- 
flicting reports were heard on the grape 
crop situation. It looks as though the 
prices on grapes are fairly high. The 
demand for fruit presses and kindred 
accessories has been a little off due to 
the crop situation. A little more 
activity is expected, however, now that 
the bulk shipments of fruit are coming 
through. 


JOBBERS’ QuOT ATION. i RE- 
TAILERS, F.0.B. NEW YOR 

Fruit crusher, parler steel 
hopper, aluminum frame and with 
double roller, $10.00 each; same ie 
7, — instead of crank, $11.2 


Coe ealt press, cast iron base anu 
plunger, 3 qt. capacity, $3.60; 6 - 
capacity, $4.50 each. 

Fruit presses, hardwood frame, oak 
tubs, etc. No. 0, plain tub, $6.00 
each; with hinged tub, from $7.50 to 
$18, according to size. 


GARDEN TOOLS.—Local jobbers have 
issued prices on steel goods for the 
1930 season. Prices show upward re- 
vision. 


GARAGE SETS.—Steady sale con- 
tinues with prices as shown. Stocks 
are in good condition. 


JOBBERS’ QUOTATIONS Rh RE- 
TAILERS, F.O.B. NEW YOR 

Garage sets, $2.40 per set; ae six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES.—Early interest has been 
only fair. Prices are not expected to 
change. 


JOBBERS’* QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Union ice skates, hockey outtte. 
men’s No. 90, $5.25; No. 290, -00 
baton No. 90L, $5.25, and No. 290T., 


Racing outfits, men’s No. 25, $5.25, 
and No.’ 925, $6. 00; lad‘tes’, No. 95L, 
$5.25, and No. 295L, 00. 

Club outfits, men’s, No. 212, $3.75, 
and ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No, 390, 65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 


JUVENILE VEHICLES.—Continue 
fairly active with prices unchanged. 
Local stocks are considered satisfac- 
tory. 


JOBBERS’ oe eg TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, girl each; 
and Bissel *Junior, $1. 331% e 

Velocipedes, No. 840, $5. 95: No. 841, 
$6.55; No. 842, $6. 90, and No. 843, 
$8.15 each; No. 850, $7.50; No. ! 
$7.80; No. '852, $8.15; No. 853, $9.7 
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The Carborundum Brand 
No. 198 
General Purpose Stone 





ERE is a popular stone made to meet a 
H popular demand—a general purpose 
sharpening stone that can be used to put an 
edge on almost any tool— 

Farmers can use it for scythes, grass 
hooks, general knives— mechanics for gen- 
eral edge tools—the handy man for a dozen 
and one sharpening jobs—the householder 
for keeping keen all carving dr kitchen 
knives. 

It’s designed to meet the demand for an 





oe eos all around sharpening stone—right grit, 
grade, shape—fast cutting, durable. And°* 
how it does sell! 
Retails for Thirty Cents 


Order a Trial Dozen and you will be back for more— 
From Your Jobber or Direct 


T . 
The CARBORUNDUM Company 
REG. U.S. PAT. OFF, 
NIAGARA FALLS, N.Y. 

Canadian Carborundum Co., Ltd., Niagara Falls, Ont. 
SALES OFFICES AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, 
Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 
The Carborundum Co., Ltd., Manchester, England 
Deutsche Carborundum Werke, Dusseldorf, Germany 


(Carborundum is the Registered Trade Mark of The Carborundum Company for its Products ) 
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Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3,25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 

“and No. 232, $6.50. Prices are each 
and net. , 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


LADDERS.—Fairly active at prices 
shown. . Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Spruce ladders, 3 to 10 feet, stand- 
ard grade 25 cents per foot. Com- 
petitive grade 23 cents per foot. 


LAMP CORD.—Normal demand con- 
tinues with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Lamp come. prices are per 1000 ft.; 
18 ga. 1/32. silk covered lamp cord, 
brushed’ brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown’ with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton, reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $16.50. 





LINSEED OIL.—New prices have not 
been announced since the withdrawal 
of prices about two weeks ago. Some 
shortage on Argentine flaxseed is ex- 
pected and it is likely that prices will 
advance. Quotations are being made 
only on request. 


NAILS.—Steady though not heavy 
sales reported. Prices have been fairly 
steady, though there is some rumor of 
price cutting as we go to press. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 


Base price for New York City, 
Brooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35, in West- 
chester County, $3.55 per keg. and in 
lots of 10 kegs or more. $3.45 per 
keg. In Nassau and Suffolk Coun- 


ties, $3.60 per keg, and for lots of 10 
kegs or more, $3.50 per keg. 


PRESERVING EQUIPMENT.—Inter- 
est is only fair. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Mason jar caps, $3.00 per gross. 
Mason jar rubbers, 75 cents per 
gross, and in full case lots of 12 
gross, $8.40 per case. 

Crown bottle caps, in one gross 
packages, 16144 cents per gross, and 
in bulk lots of 50 gross, 15% cents 
per gross. 

Everedy bottle capper, 70 cents 
each. 

Everedy -jelly bag and stand, 50 
cents each. 

Universal Aladdin preserving sea- 


son set, $1.95 per set. 


RADIATOR SHIELDS.—Demand ‘to 
date is fair, but is expected to improve 
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at a very early date. 
good condition and prices are the same. 


Aluminum Mahogany _ Ivory 

Each Each Each 

No. 1W ....$3.50 $4.20 $3.85 
No. 1AW ... 3.85 4.55 4.20 
No. ,2W co ee 4.55 4.20 
No. 3W .... 4.20 4.90 4.55 
No. 4W .... 4.20 5.25 4.90 
No. 5W .... 4.55 5.60 5.25 
No. 6W 4.90 6.30 5.60 
No. 6BW 4.90 6.30 9.60 
No. 7W 5.25 6.65 5.95 
No. 8SW .... 5.60 7.00 6.30 

ROLLER SKATES.—Demand is fair 


with prices as shown. 


Chicago line, No. 181. $265; No. 
183. $2.75; No. 185. $2.75: No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 
ROOFING.—Has been fairly steady in 


demand with prices firm. 


SASF CORD.—Normal 
ported with prices unchanged. 


tinues with prices the same. 


SLEDS.—Among the futures the de- 
| mand for sleds may be considered satis- 
| factory. 


Stocks are in' 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Gem Adjustable Radiator Shields 
with Water Pan Humidifier 
Gold Bar Walnut 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 


Roller skates, Union line, extension 
web heel and toe straps. plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair: 
same for boys with self-contained 
ball bearing wheels. $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings. 19c. each; 
ball bearings, 15c. per 100: axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
0c. per 100; adiustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, No. 400, for either 
boys or. girls. self-contained hall 
hearings. $1.45 per nair; Redskin line, 
for bovs or girls. 85c. per pair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Roofing. Certain-Teed. 1 ply, $1.21: 
2 nlv. $1.57. and 3 ply. $1.84 per roll. 


Major Slate Surfaced. Roofing Red, 
$1.92: Blue-black, $1.93, and Green, 
$1.93 per roll. 

Corporal Tale Surfaced Roofing. 
1 ply. 94 cents; 2 ply, $1.17, and 3 
ply: $1.39 per roll. 

Guard roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 2 plv, $1.66 per roll. 

Certain-Teed, State Surface Roof- 
ing, Red. $2.11: Blue-black, $2.11, and 
Green, $2.11 per roll. | 

Slater’s felt, 87 cents per roll. 


demand re- 





JOBBERS’ QUOTATIONS TO RE- | 
TAILERS, F.0O.B. NEW YORK: 


ee cord, Samson Snot, No. 7, 66c; 
? 8, 65c; Aetna No. 7, 31c. ner 
93 No. 8, 30c. per Ib. Phoenix. No. 
7, 45c. per Ib.; No. 8, 44c. per Ib. 
SCREWS.—Moderate demand _ con- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Wood screws, flat head, bright 
iron, 40-10-10: round head, blue, 40- 
19-10: round head. iron, nickel plat- 
ed, 2714-10-10: flat head, galvanized, 
20-10-10; flat head, brass, 3214-10-10; 
round head, brass, 271%4-10-10. These 
discounts apply to new _ standard 
screw lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Tron, 60-71% per cent discount. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 
Flexible Flyers, No. 1 $2.50: No. 
4, $4.33%; 
$3.50, and 


No. 16, 


Racer, 


9, $1.14; 





Fire Fly, “No. 


$1.36%; No. 11, $1.71; No. 12, $1.93%, 
and Racer, $1.98. 
Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS.—Normal sale is re- 
ported for the various items in this 
fall line. Prices are as shown and are 
not likely to change during the season. 
Local stocks are satisfactory. 
JOBBERS QUOTATIONS TO RE- 


TAILERS F.0O.B YORK; ALL 
PRICES ARE EACH AND NET. 


Stove pipe, black iron, 28 gage, 12 


lengths in a bundle, 4 in., 12c.; jis 
in., 18%c.; 5 in., 15¢.; 5% in., 16% 
and 6 in., 19c. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15c.; 4M 
in., 1546c.; 5 in.,.16¢c.; 5% in., 17c 
and 6 in., 18c. 


Pipe ge “<r cast iron, wood han- 
dle, 4 in., 9%c.; 4% in., 10c.; 5in., 
10c.; 5% in., lic.; 6 in., 11%c.; a i, 
16%. and 8 in., %c. 

lue stops, tin rim, lacquered, dia- 
12 in a box, 64c. 
tin, lacquered, 
3%c.; 4% in., 
in., 4 1/6c.; 


meter, 8 3/16 in., 

Stove pipe rings, 
12 in a package, 4 in., 
34%c.; 5 in., 34%c.; 5% 
6 in., 4 7/12c. and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 feet in a box, 12 boxes in a carton, 
19 gage wire, 40c. per carton and 18 


gage wire, 45c. per carton. 
Stove lifter, nickel plates, cold 
spiral loop handle, 12 in a box, 6c. 


each net. Stove pokers, nickel plated, 
cold spiral handle, 12 in a box, 4% x 

18 in., 6%c. each; 3% x 24 in., isc. 
each. Never Break poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
66c.; 4 ft., 84c.; 5 ft., $1.00 and 6 ft., 
$1.16. 

Flue scrapers, black iron, 30 
long, 12 in a bundle, 4c. each. 

Fire shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 
5%c.; 12 in. handle, 6c.; 15 in. handle, 
9c. Galvanized, one piece steel, round 
handle, 3 in a bundle, 12 in. handle, 
7e.; 14% in. handle, ililc.; extra 
heavy, japanned, scoop, 6 x 9 in., 
round handle, capped end, 25% in. 
overall, 3 in a bundle, 11%4c.; Never 
Break, 6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43: 30 
x 42 in., $1.77; 18 x 18 in., 60c; 24 x 


in. 


24 in., 73c.; 26 x 26 in., 80c.; 28 x 28 
in., 90c.; 30 x 30 in., $1.05; 32 x 32 
in., $1.25, and 35 x 35 in., $1.55. 


TIRES AND TUBES.—Sales are light 
with prices as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Mansfield tires, 4 ply, balloon type, 


29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.86; 30 x 5.25, 
$11.90; tubes, $2.00; 31 x 5.25, $12.35; 
ae $2.05; 29 x 5.50, $12.65; tubes, 


Same, 6 ply, 31 x 5.25, $14.70; tubes, 


$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 


$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 


Tire display racks, $10.00 each. 
Prices in all instances are each. 


TRAPS, GAMES.—Demand 


good with no change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


is fairly 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 
2, $3.70. Prices are NET ER 
DOZEN. 

Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, $3.05, and No. 2, 


$4.80. Prices are NET PER DOZEN. 


VENTILATORS.—Demand _ continues 
fairly spirited with prices as shown. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Continental ventilators, De-Felkt- 
Air (metal center), No. 62, $2.53; No. 
87, $2.80; No. 88, $4.00, and No. 117, 
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Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 


Gra Wick Cloth is made to resist rust. The wire used 
‘ . is drawn from Open Hearth Copper Bear- 
Wire Cloth ing Steel which tests have proved to be far 


more rust-resisting than ordinary steel 
wire. This wire is also drawn one-quarter 


gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 





WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 


Looms in operation. An automatic shuttle carries the GRAY-WICK is one of the most popular 

cross wires back and forth through the lengthwise wires, ° > q 

eg ages lean and best-selling Screen Cloths on the mar- 
ket. Made in all widths in even inches 


ut tw $ aa ‘ s 
Sachs bie ein from 18” to 48” inclusive, double selvage. 


14 Mesh, No. 33 gauge each way Extra wide widths, 54” and 60”. 
16 Mesh, No. 33 gauge filler 


No. 34 gauge warp ; ‘a ; 
18 Mesh, No. 34 gauge each way Your Jobber Will Supply You 





Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 

Wickwire Bronze 
Wickwire Copper 
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erent These prices are NET PER 


eaientes wood frame _ ventila- 
tors. No. 836, $2.15; No. 923, 15; 
No. 937, $2.35; No. 949, $4.00; No. 959, 
$4.65; No. 1537, $3.65, and No. 1549. 
$5.35. These prices are NET PER 
DOZEN. 

Continental metal frame, cloth 
ventilators, No. 833, $2.65; No. 837, 
$3.00; No. 845, $4.00; No. 1137, $3.65; 
No. 1145, $4.65; No. 1437, $5.35; and 
No. 1445, $6.00. These prices are 


NET se DOZEN. 


Diamond E ventilators, No. 01, 
$4.36; No. 02, $4.80; No. 03, $5.58; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.39; 





No. 4, $7.59; No. 5, $8.40. Prices are 
NET PER DOZEN. 

Diamond E ventilators, bathroom 
size, No. 01B, $3.60; No. 1B. $4.41. 
Prices are NET PER DOZEN. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are NET PER DOZEN. 

Wurldbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50, and No. 6C, $5. 00. These prices 
are LIST EACH and subject to a 
dealer’s discount of 33% per cent. 





WEATHERSTRIP. — Slight increase | 
in sales reported. Should be quite | 


active at an early date. Prices not 
expected to change. Stocks are in good 
condition. . 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS F.O.B. NEW YORK 

Weatherstrip Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents 
carton. Wool weatherstrip, No. 
80 cents per carton, and No. 
$2.00 per carton. 


per 
25, 
75, 





BOSTON 


Boston, Oct. 1.—New England retail hardware dealers are still 
buying merchandise freely. Although final figures for September 
are not available, local shelf hardware jobbers say there is little 
doubt that their sales for that month exceeded those for the corre- 
Some lawnmowers for 1930 delivery 
have been purchased by retailers, as well as rubber hose, but the 
trade generally so far has evinced little interest in merchandise 
Jobbers also find it rather difficult 
to interest buyers in Christmas goods, although it is anticipated 
business will grow progressively active as October days pass. 

Current retail buying, therefore, is very largely confined to goods 
wanted for immediate resale, and merchandise that will be needed 
during the latter part of this month and early in November. 
ing is conservative, being confined largely tv small quantities of in 
But the individual retailer is ordering more fre- 
quently than has been noted in months, and in addition, is specify- 
ing a greater variety of goods with each order placed with the job- 
The credit situation is improving, although slowly. Jobbers 
say they have fewer slow accounts on their books than at any 


sponding period last year. 


that will be required next year. 


dividual items. 


ber. 


previous time since last spring. 


, New England Retail Hardware Dealers Are Still Buy- 


ing Merchandise Freely. 


(Boston office of HARDWARE AGE) 


Buy- 





AUTOMOBILE ACCESSORIES.—A 
lot of automobile owners, figuring on 
putting up their cars for the winter 
before long, are making old tires and 
tubes go through 199. The movement 
of such merchandise out of jobbers’ 
stocks is therefore in smaller volume 
than heretofore. Tire chains and some 
other accessories, however, are in 
moderate request. 
JOBBERS’ QUOTATIONS. TO RE- 
TAILERS, F.O.B. BOST 


Tires.—Mansfield line, heavy duty, 
straight side, clincher cord, 30 x 3% 


in., $5 each; 31 x 4 in., 45; 32 x 4 
in., $9.05; 33 x 4 in., $9.50; 32 x 4 
in., $15.55; 33 x 5 in., 15; 35 x 5 
in., $22.70. Discount 10 per cent. 


Tires.—Mansfield lines, "lageeen. 29 
x 4.40-21, $5.65; 29 x 4.50-21, $6.30; 
29 x 4.75-20, $7.50; 29 x 4.75-21, $7.80; 
29 x 5.00-22, $9.70; 29 x 5.25-20, $9.55; 
29 x 6.25-21, $9.85. Discount 10 per 
cent. 

Tires. Mansfeld line, balloon, six 
, $11.05 each list; 30 
$16.15; 
35 x 6.00-23, $19. Discount 7% per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, o" Fs 4.40-19 $15. 00 per car- 
ton list; x 4.50- $1, $18. Discount 
10 per ae In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list;: 81 x 5.00-21, $10.50; 30 x. 5,25- 
20, $11.40; 29 x 6.50, $12.90; 30 x 


5.50-20, $13.50; 30 x 6.00-18, $12. 90; 
31 x 6.00-19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
10c. per tube should be aided to the 
cost. 

Tire Chains.—30 x 3%, $4.50 a pair 

4, $5.50; 32 x 4, $5.50; 33 x 


~ 
n 
\ 24 
140 
re 
a“ 


.50; x $8. Balloon, “37 

y 0, $4.50; 29 x 4.40, $5; 31 x 4.40, 
:'28 x 4.75, $5.25; 29 x’ 4.75, $5.50; 
x 4.75, $6; 29 x 4.95, $5.50; 30 x 
.95, $6; 31 x 4.95, $6.25; 32 x 4.95, 
6.25; 33 x 4.95, $6.50; 34 x 4.95, $6.75; 
28 x'5.25, $6.75; 29 x 5.25, $6.75; 30 x 


Ome 
or 


247 He COR 
on 

one 

oe 


5.25, $6.75; 31 x 5.25, $7. One to nine 
pair, discount 30 per cent; 10 to 49 
pair in one shipment, 35 per cent 
discount; 50 pair in one shipment, 40 


per cent discount. 


CORN POPPERS.—Cooler weather 
evidently has started retailers thinking 
about corn poppers, for jobbers are 
securing orders even at this early date. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. BOSTON: 
Corn Pop re 1CR, 
doz. net; » $3.25; 
$3.75; Metior, re all wire, $3 and 
$3.35; Wellesley, $3.68 and $7. Elec- 
tric, Universal, No. 933, $3.35 each 
net; White Cross, $1.50. 


EGG BEATERS.—Jobbers have ad- 
vanced some styles of egg beaters and 


$1.50 a 
No. 4S, 








‘reduced the cost of others. 


Credit Improving 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Egg Beaters.—Ladd line, No. 20, 
$3.60 a doz. net; No. IX, $5.60; No. 
2Y, $6.80. 


EGG CRATES.—Fresh eggs are grow- 
ing scarce in city markets and city 
folks are sending to the country for 
supplies. Country dealers are selling 
more egg crates, and in turn buying 
more from jobbers. Compared with 
last year prices are a little lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Egg Crates.—New model, metal, 
capacity 1% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 

Accessories.—Replace sections of 6, 


9c. each net; address cards, 2c. each. 


FISH TRAPS.—Although it is not ex- 
pected New ngland ponds and lakes 
will be frozen over for some time, cer- 
tain retailers are already anticipating 
their fish trap requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B,. BOSTON: 

Fish Traps.—Complete, 
line and hook, $2 per doz. 
complete, 65c. 


with reel, 
net; in- 


JAR RUBBERS.—It being the preserv- 
ing season, there is a broader market 
for jar rubbers, but business is by no 
means brisk. 
JOBBERS’ eT on: TO RE- 
TAILERS, F.O.B. BOST 
Jar Rubbers.—Fruit eae a broken 
case lots, Good Luck, 75c. per gross 
net; Lightning, 75c. In full case lots, 
Good Luck, 70c. per gross net; 
Lightning, 70c. 


GRASS HOOKS.—Local jobbers have 
made their 1930 prices on grass hooks, 
which show practically no change from 
those quoted heretofore. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Grass Hooks.—Lawn King, $6.50 a 
doz. net; Lawn Queen, $8; Little 
Giant, $5.25; Reliance, $3; cancave, 
$6.50; Atkins, $4.60; Colonial Cutlery 
Co. No. 1, $4; Comet, $2.25. 


HOCKEY STICKS, ETC.—Jobbers 
have secured some hockey stick busi- 
ness and in general are satisfied with 
bookings so far this season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Hockey Sticks.—Boys’ favorite, $2 
_ per doz. net; Junior, $4; Expert, $6; 


(Reading matter continued on page 82) 
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The Old Time Hardware Store 


Back in 1885 in Filo Smock’s hardware store in Sleepy Hollow, 
they used to sit around the stove and swap stories. 


‘Nothing to do till tomorrow” was the slogan in those days, 
and tomorrow never came. Customers were few and far be- 
tween. 


How time has changed hardware business methods. Now it’s 
copper store fronts, attractive show cases, modern shelving, 
beautiful display racks and window displays that are “The 
talk of the town”. 


The only stories they have time for now are the merchandising 
stories and the window display suggestions that appear in 
Hardware Age. 


The ideas they get from these stories and window displays 
MOVE the merchandise. 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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$12; 
spe- 
$20; 


Professional, 
University 
special, 


youth’s special, $8; 
Championship, $14; 
cial, $16; International 
official goal, $24. 

Pucks.—Standard, $2 a 
Junior, $1.20. 


KEGS.—In common with caps, cappers 
and presses, there is a good call for 
kegs. 
leaving jobbing houses. 
taking good assortments. 
JOBBERS'’ QUOTATIONS: TO RE- 
TAILERS, F.0.B. BOSTON 
Kegs.—Oak, varnished, Sia 
each net; 10-gal., $1.70; 15-gal., 
20-gal., $2.25; 25-gal., $2.65; 30-gal., 
$2.85; 50-gal. (not varnished), $3.90. 


doz. net; 


Retailers are 


NAILS.—Jobbers have made another 
reduction of 10c. a keg in the price of 
wire nails, the second reduction in 
about a month. The reduction is based 
on prices made recently by the mills. 


JOBBERS’ egy NN: sc TO RE- 
TAILERS, F.O.B. BOSTO 

Nails.—Wire, from store, $3. 30 per 
keg base; from mill, in car lots, $2.55 
per keg base, f.o.b. Pittsburgh; in 
less than car lots, $2.80. Cement 
coated nails, in car lots, $2.75 per 
keg base, f.o.b. Pittsburgh; in less 
than car lots, $3. Cut nails, from 
store, $4.25 per keg base; galvanized 
cut nails, from stock, 8d, and small- 

, $6.25 per 100 lb. base; larger sizes, 
$6.85. Mill shipments, 8d, and 
smaller, $5.75 base; larger’ sizes, 
$6.35. Hardened steel floor, direct 
shipments, $7.60 f.o.b. Wareham, 
Mass.; from store, $8.10. Western cut 
nails, direct shipments, in less than 
car lots, $3.50. Tremont cut nails, di- 
rect shipments, $3.95 per keg, f.o.b. 
Wareham. 


SCALES.—Jobbing quotations on cir- 
cular spring balance scales have been 
advanced 10 per cent following receipt 
of new lists issued by manufacturers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Scales.—Circular spring balance, 
Universal line, vegetable, No. 685G, 
$3.90 each net; No. 685E, $3.90. 


|'as they usually do at this time of the 


Each day sees liberal shipments | 


SKATES.—Sales of ice skates so far | 


this season have been somewhat dis- 
appointing, jobbers now report, 
roller 


Believing that a new product on 
the market should be displayed 
against a background of related mer- 
chandise, Lewis & Conger, household 
hardware specialists in New York, 
N. Y., prepared this very appealing 
window. 

Since the featured item was of in- 
terest exclusively to those with very 
children at home, only that 
which interested 


small 
merchandise 
this group of consumers, was used 
in the background. The result was 
a striking display of baby merchan- 
dise arranged in a most appealing 
manner. Many profitable sales re- 
sulted from this display. 


also 





and | 
skates are not selling as well ! 


year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Ice Skates.—Union line, men’s No. 
52414, $1.19 per pair net; No. 424%, 
$1.49; hockey and figure, $2.58; Can- 
adian hockey, No. 54, 85c.; ladies, 
No. 52, 97c.; No. 5624, $1.13; No. 
562414, $1.43; No. 572416 L, $1.44; chil- 
dren’s bob skates, 32c. 

Skates.—Roller, Union 
70c. per pair net; No. 3, 
$1.40; No. 6, $1.45; No. 10, 
cago line, No. 181, boys’, 
181, girls’, $2.75. Other 
103, 80c.; No. 1005, $1.30; No. 105, $1. 
Winchester line, boys’, $1.50 a = 
net; girls’, $1.58; rink, No. 3731, $3.1 
No. 3732, $3.18. 

Straps. Skate, with common 
buckle, 5% x 20 in., black and russet, 
$1.70 per doz. pair net; % x 30 in., 
$2.40. Patent leather, % x 20 in., 
black and russet, $2.38; 5% x 30 in., 
$3. 


line, No. 2, 
75c.; No. 5, 
$1. io; Chi- 
$2.65; No. 
makes, No 


SKIS.—Advance buying of skis and as- 
sociated merchandise has set in, but 
the market is by no means active. It 
is believed that the retail carryover last 
winter. was small. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 
oi: $1. 67 a pair net; 
$2; 6 ft., ; 6% 
1% ft., $4.17; 
oe 
ae ‘tt, $5; 7% ft. $d. 
3 , * tt, é . 
7; 5% ft., $1. 34: 6 ft., 
t., $1.83; 7 ft., $2.34. 

Poles, Etc.—Poles, with rattan 
washer and iron points, 5 ft., 57e. 
each net; with wood washer and iron 
point, 4% ft.. 30c. Straps, 27c. a pair. 
Harness, $1.75 a pair. 


SNOWSHOES.—A few retailers have 
ordered their 1929 snowshoe require- 
ments, but jobbers say it is difficult to 
interest the trade in general in such 
merchandise. 
pated later, however. 
same as last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Snowshoes.—Without _ slippers, 


87c.; 
$1.60; 


13 


x 48 in., $6.84 a pair net; 12 x 46 in., 
$6.67; 12 x 42 in., $6; 10 x 36 in., 
$4.34. 

Sandies.—Standard makes, men’s, 
$1 a pair net; women’s, 90c. 


| TOYS.—Local jobbers have a complete 


line of their toys on exhibition, and 


| their salesmen are soliciting business. 


| 


Good buying is antici- | 
Prices are the | 


| 


cool 
| from retailers, and retailers, 
were caugkt without adequate supplies. 


some 
kinds and some declines on others. 
general, 
downward. New prices follow: 


Jobbers have a bigger line 


weather 


JOBBERS’ austen: TO RE.- 
TAILERS, F.O.B. BOST 
Weather St an 
No, 60, full bundles, 12 ft., 
100 ft. net; No. 61, 7 
61144,.7 ft., $2. 23; No. 
No, 63, 7 {t., $3.06: 
$3.06; No. 65, a ft, 
double contact, No. 
7114, $2.48; No. 


rt. No. 71, 76; No. 
75 $4.13. Coppered 
Yo. 70, $1.81; No. 071, 
$2.56; No. 074, $3.62. 
to reel, maroon, 
net; Victor, flexible 
6 in., $2.40 per 100 ft., 
No. 4, 4% in., $3.20. Door bottoms, 
brass and felt, 36 in., $2.73 a doz. 
net; 42 in., $3.18; bronze, in 100 ft. 
reels, with nails, $3.05 per reel. 


a 


No. 
$3.66. Clincher 
70, $1.76 per 100 


felt, No. 2, % 


the trend of the market 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Wire Cloth.—Black, 
per 100 sq. ft.; 14 mesh, $2.45; 16 
mesh, $2.80. Galvanized, 12 mesh, 
$2.20; 14 mesh, $2.55; 16 mesh, $2.90. 
Bronze, 14 mesh, as 85; 16 mesh, 
$7.20; 18 mesh, .55. Copper, 14 
mesh, $6.50; 16 mesh, $6.85; 18 mesh, 
7.90 
Wire Cloth.—Mill shipments, black, 
mesh, $1.75 per 100 sq. ft.; 14 
$2.10; 16 ee $2.45. Galvan- 
12. mesh, $1.85, 14 mesh, $2.20; 
mesh, $2.55. Bronze, 14 mesh, 
16 mesh, $6.45, 18 mesh, $6.80. 
14 mesh, $5.75, 16 mesh, 
mesh, $6.45. 


12 me a $2.10 





12 
mesh, 
ized, 
16 

$6.10, 
Copper, 

$6.10; 18 


Quite an encouraging amount of busi- 
ness already has been booked. 
quite a few orders were taken prior to 
Oct. 1. 
toys than ever before, and anticipate a 
record breaking business this season. 


In fact, 


of 


WEATHER STRIP.—Weather strip is 
moving out of jobbers’ stocks. 
started public buying 
in turn, 


Recent 


WIRE CLOTH.—Jobbers have adopted 
new prices on wire cloth, which show 
advances on certain sizes and 


In 
is 
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Remington 
Cash Register 
Moael 437 











se HE bigger, the better,” is a true saying when applied to your income, but 
you would hardly use it in speaking of your nose. It is true of cash reg- 
ister indication, but it is not true of the cash register itself. A cash register 
should not take up any more space than necessary, but the larger the indication, 
the more forcefully it advertises the amount of each transaction for all to see. 
Remington Cash Registers are marvels of compactness. They don’t steal 
valuable counter-space, but how they shout their story to the world! How they 
increase your protection with those giant numerals that can be seen from all 
parts of the store. 
Giant Indication is only one of many exclusive features which make Reming- 
ton Cash Registers the standard of comparison by which others are judged. 





In the past eight years Remington has developed and produced more 
new cash register features than all the other companies combined. 


The only way to get all the Remington features is to buy a Remington. 











REMINGTON CASH REGISTER CO., Ine. 


Factory and General Sales Office, Ilion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 
Manufacturers of Remington Firearms, Ammunition and Cutlery 


emington, 
ash Registers 












© 1929 R. C. R. Co. 
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CLEVELAN 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Oct. 2.—Hardware business is only moderately 
active and the September volume was somewhat less than during 


the same month last year. 


While retailers are keeping up their 


stocks of staple merchandise they are not buying heavily. However, 


some lines are very active. 


Jobbers are doing a fairly heavy vol- 


ume of business in electrical heating appliances, largely for the 
Christmas trade and a good business in glass baking ware and other 


lines that move well during holiday season. 


Demand for heating 


stoves is very good, evidently being stimulated by the recent cold 
snap. Guns and ammunition and wheel goods are moving well. 
Considerable business is being taken in steel goods for spring de- 
livery and also for some other lines on which prices have not yet 
been named and for which orders are being taken subject to prices 


that are later established. 


Prices are generally steady. The most important change is a 
reduction of 10c. per keg on nails and 10c. per 100 lb. on wire fol- 


lowing weakening of nail prices. 


Linseed oil has again advanced. 


This year’s prices have been reestablished for next season on lawn 


rollers. 
Collections are fair. 


AUTOMOBILES TIRES AND AC- 
CESSORIES.—tTire business has fallen 
off now that the vacation season is over. 
The demand is about normal for this 
season of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Tires and Tubes.—Mansfield tires, 
4-ply balloon; 29 x 4.40, $7.40; tubes, 
$1.50; 30 x 4.50, $8.25, tubes, 
29 x 5.00, $9.90, tubes, $1. 75; 30 x 5.00, 
$10.20, tubes, $1.80; 30 x 5.25, $11.90, 
tubes, $2.00; 31 x 5.25, $12. 25, tubes, 
$2.05; heavy duty, 6- ply; 29 x 4.40, 
9.50: 30 x 4.50, $11.05; 30 x 5.25, 
14.30; 31 x 5.25, $14.70; 

; double service, 6-ply; 
4.40, $12.90; 29 x 4.50 


-30; 30 x 5.25, $19.70: 31 x 
5.25, $20.35; Liberty 4- ply; 29 x 4.40, 
$5.65; 30 x 4.50, $6.30; 


85; high pressure cords; 30 
3, $4.40; 30 x 3%, $4.75; 81 x 4, 
38. 45; 32 x 4, $9.05. 


AXES.—Jobbers are doing about the 
usual volume of business in axes for 
this season of the year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

First grade single bitted, roses 
black finished handled axes, $19.5 
base, per doz.; unhandled, $15. 50 sa 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz. ; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 lb. additional 
weight increase. 


BATTERIES.—B batteries for radio 
sets are holding up surprisingly well. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
B and C Radio Batteries 


te ae 1.14 $1.22 
aera 1.30 1.40 
Se) a errs 1.92 2.06 
|” es 2.33 2.53 
OS , ere 2.80 3.00 
RT, 3.20 

Dry Cell A_ batteries, No. 7111, 


35%c. 


in standard packages, 40c. in 





broken lots; Columbia igniter dry cell 
batteries, 32%6c. in standard pack- 
ages, 36c. in broken lots. 


BINDER TWINE.—Jobbers are taking 
some orders for next year subject to 
prices which probably will not be named 
for some time. Buying for this season 
is about over. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


Standard binder twine, $5.7334 per 
50 Ib. bale; white sisal, $5.7334 per 
bale; second quality standard, $5.36% 
per bale; fine, 600 ft. lengths, $6. 7334 
per bale: extra fine, 650 ft. lengths, 
$7.30 per bale. No difference in price 
between 5 Ib. and 8 lb. balls. Five 
re cent discount if paid in 10 days, 
f.o.b. factory, Chicago and Auburn, 
N. Y., 11%c. per bale less than above 
prices. 


BOLTS AND NUTS.—These are in 
steady demand. Prices are firm and 
will remain unchanged during the last 
quarter. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


Machine and carriage bolts, cut 
thread, a“ pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x in. and 
smaller, 60 and 10 per cent off list: 
additional discount of 10 per cent is 
allowed for full case lots of one size, 
stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 


per cent off list; 54 per cent for 
packages. 
BUILDERS’ HARDWARE.—Demand 


is moderate, being not as good as might 
be expected for this time of the year. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 


In case lots, lock sets, $5 per doz.; 
‘heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., 7 40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in., and 3% in., 


16c. per pair; 4 in., 21c., per pair; 





, Only Moderate Activity Reported by Jobbers. 


Seasonal Lines Showing Improvement 


for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1. 15 per doz. 


CELL-O-GLASS.—A very good sea- 
sonal demand has developed for this 
product. 
JOBBERS’ QUOTATIONS “ JRE- 
TAILERS, F.0O.B. CLEVELA 
Cell-O-Glass in 100 ft. ng " 12e. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


CHAINS.—The demand is fair, al- 
though not as heavy as earlier in the 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Rg chain, 3-16 in., $11.85 per 100 

Y% in., $10.75 rs i100 lb.; 5-16 in., 

33. 25 per 100 Ib.; $7. 85 per 100 
lb. Cow ties, tie. Pat 75 per doz.; 
No. 15, $2.50 per Mn Tie-out chain, 
60 per cent off list. 


CORRUGATED ROOFING. — Orders 
are rather light, the seasonal fall de- 
mand being less than usual. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

28 gage corrugated roofing, 26 in. 
wide, $3.97 for 1% in., and $3.92 for 
2% in., for 10 squares or more. 


GAME TRAPS.—Orders continue fair- 
ly plentiful. Prices appear steadier 
than recently although shading has not 
been eliminated. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

en ave No. 0, $1.10 per doz.; 
No. 1, $1.3 ag doz; No. 1%, $2.40 
per doz.; NS. 2, $3.36 per doz.; double 
grip No. 91, $2. ny per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.; No. 
1, $1.83 per doz.; No. 1%, $2.81 per 
doz.; No. 2, $4.39" per doz. 


GLASS BAKING WARE.—The de- 
mand is good. Dealers are filling in 
stocks and many are placing orders for 
their holiday stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round or oval, 1 qt., 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots.—2 cups, $1.67; 4 cups, $2; 
6 cups, $2.33. 


ICE SKATES.—Sales have improved 
although the volume is not very large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Union Hardware Co., No. 1624 
men’s screw clamp skates, polished 
84c. per eet; No. 1624%, same nickel 
plated, $1.19 per pair; No. 
screw clamp hockey, $1.27 per cot 
No. 424%, same nickel plated, He og 
per pair; women’s skates, No. 
$1.12 per ere No. 5624144, same ola 
plated, $1.44 per pair. Shoe skates, 
$525 per pair. 


NAILS AND WIRE.—Following the 
unsettled situation in respect to mill 
prices and the downward revision of 
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these prices, jobbers have reduced nails 
10c. per keg and wire 10c. per 100 lbs. 
The demand is only fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Nails.—Factory shipment, car lots, 
$2.55 per keg; less than car lots for 
factory and stock shipment, $2.80 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.25 per 
100 lb.; No. 9 annealed wire, $2.80 per 
100 1b.; polished fence staples, $3.25 
per 100 1b.; galvanized fence staples, 
$3.50 per 100 lb.; coated nails, $2.80 
per keg. 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.60 per 80-rod spool; hog 
wire, $3.31 per 80-rod spool. 


POULTRY NETTING AND WIRE 
CLOTH.—Prices are expected to be out 
shortly for next season. Some busi- 
ness is being taken for spring delivery 
subject to prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Poultry netting, galvanized after 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 and 
10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh, 
black, $1.95; 14-mesh, galvanized, 
$2.60; 14-mesh. bronze, $6.10; 16- 
mesh, bronze, $6.50. 


PAINTS AND VARNISHES.—Linseed 
oil has further advanced and no reduc- 
tion is looked for in the near future 
because of reports of failure of the 
Argentina crop. Business is fair, being 
about normal for this season of the 
year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Mixed paints, first quality, $2.90 to 
$3 per gal. for colors and $3.05 to 
$3.10 for white. 





Turpentine in barrels, 63c. per 
gal.; less than bbl., 78c. per gal. 
Linseed oil, in bbl., $1.27% per gal.; 
less than bbl., $1.42%4 per gal. 

White lead in 100 lb. kegs, 13%c. 
per Ib.; in 50 and 25 lb. kegs, 133c. 
per lb.; in 12% lb. kegs, 14%c. per 
lb. Quantity discount, 400 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


PREPARED ROOFING.—This is in 
very good demand and prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


Popular grades, light, 83c. per roll; 


medium, $1.02 per roll; heavy, $1.19 
per roll; slate surface roofing, $1.99 
per roll. 


RADIO EQUIPMENT.—While radio 
sets are not moving very well at pres- 
ent, jobbers expect that the radio 
shows that are being held in various 
parts of the country will stimulate the 
demand shortly. Tubes are moving 
well. There is a scarcity of C-327 
heater tubes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3; CX No. 380, 
$3.50; CX . 871A, $2.50. Dealers’ 
discount from these prices, 
cent. 


ROPE.—There is a fair current de- 
mand and some orders are being placed 
for next spring’s delivery subject to 
prices that will be in effect at that time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 22\%c. 
per lb. for factory shipment and 23c. 


35 per 


| 
} 





per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SASH WEIGHTS.—Demand continues 
dull and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Sash weights, $36 per ton, for mill 
shipment, $34 per ton. 


SHEETS.—tThere is a fair fall demand 
for galvanized sheets for roofing pur- 
poses. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-page galvanized sheets, $4.60 per 
100 Ib. 


STOVE PIPE AND ELBOWS.—Fol- 
lowing a spurt of fall buying the de- 
mand has slowed down. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

6 in., 20 gage stove pipe per crate 
of 25 joints, $3.28 for factory ship- 
ment and $3.55 for stock shipment. 
Same, 26 gage. $3.90 for factory ship- 
ment and $4.25 for stock shipment; 
6 in., corrugated elbows, $1.30 per 
crate for factory shipment and $1.40 
for stock shipment. 


VENTILATORS.—These are moving i 
moderate volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Continental, wood frame, cloth 
ventilators, 9 x 37, 25; x 49, 
$3.60: 15 x 37, $3.35; 15 x 49, $5; Dia- 
mond BD or Liberty ventilators, metal 
frame, cloth covered 8 x 39, $4.50; 
8 x 47, $5.60; 11 x 39, $4.50; 11 x 47, 
$6.40; 16 x 39, $7.60. All metal Louvre 
type, 7% x 33, $3.20; 8 x 33, $4; 8 x 
37, $5. Above prices are net per doz. 








the dealer-reader. 


successful selling methods. 


Many Sales Helps for the 


Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 


Get into the habit of reading carefully the manufacturers 
sales messages contained in the advertising pages. They will 
give you many valuable ideas on salable merchandise and 

















~ Hanpwan Ace for Octonan 5, 1929 
| COOSSSSSSSSSSOOOOCCS 
| With So Many Needing Them 
“HANDY 
ANDY” 
Grinders 
SELL 

As Soon 

as 
Displayed 


















Every Home 
in the Land 


| C |The shop mechanic without electric power, 
e the farmer who needs sharp tools all the time, 







| 
| 
| 
| 


and the average housewife who prefers to 


1S “ | sharpen her own kitchen tools, rather than 
ogi send them out and be deprived of their use, 
e% by the are ALL prospects for “Handy Andy” 


Grinders, made in four sizes. 


a 
\ CARTONS Display these grinders prominently, mention 


; their sales features, and call attention to their 
and YOU Can Share in the Profits low price. 








Whiskette the new wonder cleaner will shine its way | Features include: Accurately machine-cut 
into every home... and you can share in the | helical gears which insure smooth running, 
en | Pike Vitrified Grinding Wheel which gives a 

| keen cutting edge to dull tools, and a genuine 
| lacquer enamel auto body finish which is very 
attractive. 


Every household, industrial plant, office building 
institution needs and can quickly use many full car- 
tons of twenty-four Whiskettes. The latest achieve- | 
ment in steel wool products, Whiskette is the only | 
cleaner with these unique features. | 
| 
| 


The Pike “Handy Andy” is the fi rinder 
... Whiskette is Built like a Brush with Thou- r y s the nnest § de 
sands of long, Tempered Steel Fibres Covered ever sold at the price. 
with a Durable Fabric to Protect the Hands. 


Whiskette is treated to resist rust, and it cleans If your Jobber cannot supply you—write to us. 


and polishes metals, woods and hundreds of things 
for household and personal use. Be the first in 
your city to stock and sell Whiskettes. 





Pike Manufacturing Co. 
Pike, New Hampshire, U. S. A. 








for prices and information about this new House- 
hold Cleaner packed in cartons of twelve or 
twenty-four Whiskettes, to display on the counter. 


Manufacturers of sharpening stones 
and specialties for over 100 years 


WHISKETTE MANUFACTURING Co. 


The volume of sales will be profitable. Write | 
| 
| 
TERRE HILL PENNSYLVANIA | 


° 
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CUTLERY 








MERCHANDISING IDEAS 


NEW ITEMS 





A. C. Saxer Is Now Directing 
Sale of Schick Razors 


A. C Saxer is the new general sales 
manager of The Magazine 
Razor Co., 285 Madison Ave., New York, 
N. Y. He was formerly connected in 
an executive sales capacity with Con- 
solidated Automatic Merchandising Corp., 
New York, and prior to that affiliation 
was with Thomas J. Lipton, Inc. 

Magazine Repeating Razor Co., manu- 
factures the Schick razor at its Bridge- 
port, Conn., plant. 


Three Inch Blade Table Knife 
Arouses New York’s Interest 


Cutlery recently broke into the lime- 
light of public attention in New York 
City when newspapers discovered that the 
table knife being used as standard equip- 
ment in the new Gov. Clinton Hotel had 
a. blade only three inches long This 
news brought again to light the fact that 
table cutlery changes very little in general 
design through the passing years. 

Believing that a prominent cutlery 
manufacturer might be able to shed some 
light on the reasons for a short blade 
table knife, we asked Lewis D. Bement, 
president of John Russell Cutlery Co., 
Turners Falls, Mass., for a few thoughts 
on the subject. This firm does not 
manufacture the knife in question. Mr. 
Bement writes: “It is interesting to note 
in looking back over the old records, that 
up to ten years ago, the parallel sided 
table knife was the only one marketable 
and for ten years before that, the blade 
had to be what is known as the dinner 
size, measuring at least 534 inches in 
length. 

“The first step was the shortening of 
the blade to 5% inches and then the in- 
troduction of what is commonly known 
as the ‘French Steak Pattern,’ which it 
probably took almost ten years to intro- 
duce. 

“To date, 90 per cent of the table 
knife blades are the ‘French Steak Pat- 
tern.’ Probably 8 per cent are the 5%- 
inch dinner pattern and 2 per cent, the 
534-inch dinner pattern. The sale of this 
larger knife, however, is today almost 
entirely confined to export and except- 
ing for some imported Sheffield table 


knives, the American market no longer 
takes this large blade. 


“From un- 


a practical standpoint, 





Repeating | 


doubtedly a three inch blade for ordinary 
tableware is entirely adaquate, as seldom 
is more than one and one-half to two 
inches of a blade used for cutting meat.” 





| J. A. Henckels, Inc., To Open 
| Retail Show Room in New York 


J. A. Henckels, Inc., manufacturer and 
importer of cutlery, of 456 Fourth Ave., 
New York, N. Y., will soon open at 730 
Fifth Ave, New York City, a retail 
show room which will serve as a national 
advertisement to the consuming public. 

This show room will display a complete 
line of J. A. Henckels cutlery. 

J. A. Henckels, of Solingen, Germany, 
operates retail stores in many leading 
cities of Europe and it is expected that 
the contemplated New York show room 
will make The Twin Brand cutlery better 
known to the consuming public than ever 
before. 





Lucky Stroke Razor Blade 


OTROK! 


kek 
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A new wafer type double edge razor 
blade and sold in packages of five and ten 
has been placed before the trade by Lucky 
Stroke Razor Blade Co, 80 East 11 St., 
New York, N. Y. This Lucky Stroke 
blade is said to be a superior blade with 








Carborundum Co. Will Again 
Sponsor Radio Broadcast 
Hardware dealers will be interested in 
learning that The Carborundum Co., Ni- 
agara Falls, N. Y., is again to sponsor a 
series of radio broadcast -programs featur- 
ing the Carborundum Band of fifty pieces. 
These programs are to be given every 
Tuesday. night from 7 to 8 o'clock, Eastern 
Standard Time over a hook-up of stations 
of the Columbia Broadcasting System, 
including WABC of New York, WMAQ, 
Chicago, WCAU, Philadelphia, WGHP, 
Detroit, and WKBW, Buffalo, beginning 

Tuesday night, Nov. 5. 

A feature of these of 
ticular sales interest to hardware dealers, 
will the interesting’ educational an- 
nouncements the manufacture 
of and the use for the Carborundum 
products which they sell. Millions of 
radio listeners will be told the story of 
Carborundum and on every program an- 
be made of the fact 
products can be 


programs par- 


be 
regarding 


nouncement will 
that Carborundum 
secured from hardware dealers the coun- 
try over. Still another novel idea back 
of the Carborundum programs is the plan 
of urging listeners-in to go to their local 
hardware dealer and register their names 
and addresses after having heard a Cor- 
borundum program. The dealer is then 
asked to send these names to The Car- 
borundum Co. Every person so register- 
ing will be sent a handy practical little 
souvenir in the form of a Carborundum 
pocket stone in a leather case. 

This plan of definitely tieing in the 
hardware dealers with the Carborundum 
broadcasts and thus giving him, without 
expense, considerable benefit from such 
productive general publicity was carried 
out last season with much success. It 
proved to be a means of directing thou- 
sands of people to the store of the dealers 
and with this year’s hook-up of five im- 
portant stations in five big cities, it is 
expected that there will be a far greater 
increase in the interest taken by radio 
fans in these concerts. 

An attractive window card carrying a 
picture of the band and asking radio fans 
to listen in and then to register their 








many advantageous features. 
A three color display card for counter 








or window use is available. 


names with the dealer has been prepared 
and will be sent to any dealer up on re- 
quest. 
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The Cutlery Department of the Englehardt Store 








in Chicago Inspires Confidence in Its Merchandise 








WE SELL A LOT OF CUTLERY BECAUSE 


WE FEATURE IT 


SAYS ENGLEHARD T 


66 ERTAINLY!” said George Englehardt of 
C George A. Englehardt & Son, 1060 Milwaukee 
Avenue, Chicago, IIl., “We sell a lot of cutlery 
because we get behind it and push the line. We devote 
about the most conspicuous space in our store to our 
cutlery cases and, believe me, they pay big dividends. 
We also use cutlery windows frequently and have for 
many years planned with the idea that we should make 
our store cutlery headquarters in our neighborhood. 
“We have a big trade among mechanics and factory 
workers and they all recognize quality and appreciate it 
in a good pocket knife. On this account and due to the 
fact that we always have a neat and attractive display, 
with a large selection to choose from, we sell our share 





of high-grade pocket knives, and it’s good business. 
You can see the way we display pocket knives there in 
the front U-shaped case; every knife is shown with all 
of its blades open and each has a tag with the stock 
number and price on it in plain figures. A customer 
can pick out the knife that strikes his fancy in just a 
minute or so. That’s one reason why we sell a lot of 
pocket knives, because we make it easy for the customer 
to buy them. We use electric lights in our cutlery cases 
and we think it the only way to display cutlery properly. 
A man don’t have very much of an incentive to buy a 
pocket knife if he can’t see it well enough to know 
whether it is the style he is looking for or just a pocket 
knife. (Continued on page 90) 
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Retailers demand its continuance 


| 


Send for your display at once 





| ~ “Pretty smooth, Jimmic ! 


“Thank Gillette Blades for that’ § 








| Display No. 50 HA 


“Pretty smooth Jimmie!”.... 
“Thank Gillette Blades for that” 


human interest display. 





A'Tremendous Success 


Business increases in retail stores using the Gillette No. 50 Display cause us to repeat it dur- 
ing October. We want to give each and every one of the retailers an opportunity to grasp the 
profits from the extra sales on Gillette Blades and other shaving accessories brought in by this 


We have secured an extra supply and will ship this display immediately upon receipt of your 





order. 
an GILLETTE SAFETY RAZOR CO. 
Remember Boston, Mass. 
Feature Genuine Gillette Blades and you Gentlemen: 
get the support of consumer advertising in 140 Please send me your No. 50 display as I know 


National Magazines as well as a Radio Tie-up 
over the Blue Network of the National Broad- 
casting Company, Saturday Evenings, 9:30 to 
10 P. M. 


and other shaving accessories. 
PRION So a uncsathe a eration 
i re 


City are ; State 











it will increase my sales on Genuine Gillette Blades 
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The 


CUTLERY Question Box 


New York Jobber Takes Issue with Cutlery Question 
Box Committee’s Answer to First Question in 
Sept. 5th Issue—Open Discussion Is Invited* 


HERE is the “Question and Answer” provoking these 
comments. 


Question—My store is located near a 10 cent store. 
Would you suggest stocking a 10 cent paring knife? 
B. E. B., Ohio. 


Answer—Yes, I would stock a 10 cent paring knife, 
but would not display it very much. I would not try to 
compete with it. Have it for the customer who asks for 
a 10 cent knife. Display good paring knives selling from 
25 cents to 75 cents and always show the customer the 
good ones. There is not satisfaction nor real service in 
a 10 cent knife and your customers know it. Induce 
them to buy a better one for their own satisfaction. 


Here is the letter— 

E_mira, N. Y.—Rejoinder to the first answer in the 
Harpware Ace Cutlery Box seems in order because 
the opinion given involves a principle in modern mer- 
chandising too fundamental to be overlooked. 

The question given was “Shall I carry 10 cent kitchen 
knives in competition with chain stores?” and the answer 
in substance, “Carry them but do not show them unless 
asked for.” 

Carried to its logical conclusion, the dealer is here 
advised to display only the higher priced or non-competi- 
tive merchandise. This is poor psychology because the 
independent dealer today is suffering from the assump- 
tion by the public that he runs a high price store. 

Instead of perpetuating that belief he must combat 
it, and can only do so by proving that he does have low 
priced merchandise, and this proof he can only establish 
by showing the stuff. 

If he must hide merchandise let it be his higher priced 
grade. Having attracted the buyer’s attention, let him 
then, through salesmanship, lead the purchaser to buy 
the better item. 

Failing to find a cheap grade of goods, many people 
pass out of the store unsatisfied to buy anything, but if 
the dealer has displayed the inferior item the way is then 
open to swing the prospect to the better grade. 

Like depositors during a run on a bank who find that 
their withdrawals are gladly granted and therefore re- 
deposit their money, so is the purchaser who, finding 
that he can get a cheap item, is willing to leave it alone 
and take a better one. 


What the dealer today needs above everything is 
access to sources of the same cheap merchandise dis- 
played by the chain store. Having lured his customer 
by the bait of low price it is then up to him to substitute 
quality. 

S. Epwarp Rose, President, 

Barker, Rose & Kimball, Inc. 


(Signed ) 


*Readers are invited to comment freely on the problem 
discussed in this letter by Mr. Rose. Address your 
letter to Cutlery Question Box, care of HARDWARE AGE. 





END in your questions on cutlery de- 

partment problems. A Committee of 
experienced cutlery makers and merchan- 
disers will answer your questions impartially 
and in this way will endeavor to help you 
improve your cutlery sales and _ profits. 
With the exception of questions concerning 
controversial selling points on _ specific 
brands or relative merits of sales plans of 
competing companies, all kinds of cutlery, 
questions are most welcome.—The Editor. 











WE SELL A LOT OF CUTLER 


(Continued from page 88) : 


“In bakers’, butchers’, confectioners’ and among other 
stores who use special cutlery, we have found that it 
pays to solicit the business; we carry a complete stock 
of everything they need in the line and most all such 
stores in the neighborhood know they can get it at 
‘Englehardts.’ 

“A big demand for certain special knives exists among 
certain types of manufacturing plants. Stores located 
in such districts would do well to investigate this cutlery 
outlet and make a try for the business, as we have per- 
sonally found it worth while. For example, we sell 


several gross of a certain type of leather knife to one 
such factory in our district every month. Too many 
hardware dealers think of cutlery in terms of individual 
sales, when big cutlery orders are waiting for them, if 
they will simply go out and ask for the business.” 
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CHRADE )AFETY 
Push Button Knife 


No & 
"finger nate 


Safet 
“Siok 


* 
Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


rnave FVERLASTINGLY SHARP wan 


Manufactured exclusively by 


SCHRADE CUTLERY CoO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 











Reg. U. S. Pat. Off. 


For 198 years the most widely 
known cutlery mark in the world, 
the famous Twin Brand now gains 
still greater fame through national 
advertising. 


J. A. HENCKELS, Inc. 
456 Fourth Avenue New York 











4 EDLUND %, 
& EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a_ guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 


EDLUND ‘8 CAN OPENERS 
EDLUND JUNIOR "°UsEHoLo 


EDLUND COMPANY 


BURLINGTON, VERMONT 














Russell Cutlery 
is Nationally 
Advertised 


SERVICE 


that saves sales 


Empty shelves earn no profits; but cutlery that 
keeps you hustling to replace it on those empty 
shelves certainly does. 

John Russell Cutlery does this—quickly—be- 
cause it is nationally advertised to over sixteen 
million people. Every day somebody in your 
neighborhood is sold on its style... its sharp- 
ness... its utility. That’s why your stock should 
always be complete. We help to keep it so by 
shipping goods within twenty-four hours—ser- 
vice that saves sales, promotes turnover and 
keeps inventories low. 

Write your jobber or to us for details of the 
new Russell lines. 


RUSSELL 


GREEN RIVER 


CUTLERY 


























JOHN RUSSELL CUTLERY CO., TURNERS FALLS, MASSACHUSETTS 
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THE “BIG PROFIT” numer 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 




















THE POPULAR 


50c 


SELLER 
This original and prac 
tical cabinet grips each 
sore se nano 
leased by the purc As 
Cabinet Assortment No. 7340 Ships p erfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory. 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”. 
sizes. 
gap RETAILERS can place an original order for 
ONE CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©. 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 





























The Gem Sells Itself 


With This Display 
on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 








All customers like 
these handy nail- 
clippers because 
they trim nails and 
hang-nails perfectly, 
and work _ easily 
with either hand. 





Gem 50c. 





The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 
and Judge. 

Transparent Du Pont “Cellophane” 
protects them from rust, dust and 
tarnish. 

The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 
day, and catch those extra sales. 


_THE H. C. COOK CO., Ansonia, Conn. 


Gem Jr. 
35c. 








The Selling of Cutlery Is Incomplete 
Without Proper Sharpening Instruction 


By TOM RAY 


Remington Arms Co., Inc. 


ERE I selling cutlery or 
any other edged article 
to the user, I would 


under no circumstances feel that 
I had completed the sale or given 
my customer the service due him 
until I had shown him how to 
correctly edge and care for the 
article. To remain silent, except 
to say “it is unconditionally 
guaranteed,” is to invite dissatis- 
faction, even condemnation of 
the article. Furthermore, is 
there any more reason why a 
piece of cutlery should be guar- 
anteed than an automobile? Sup- 
pose in buying an automobile the salesman had the au- 
thority to say, “take the car out, use it, and whenever 
you are not perfectly satisfied (no definite date), return 
it and we will give you a new car.” The wayfaring 
man would have to be much more than a fool not to 
know the result. 

Proper edging implies good abrasives. The stone, 
whether natural or manufactured, should be from eight 
to twelve inches in length. Some stones require oil, 
others are best used dry. The man with the initiative to 
become efficient in his calling will by experiment dis- 
cover the facts to his own satisfaction. 

The correct way to sharpen a pocket knife: Place the 
blade on the stone with the kick against the stone and 
the point of the blade slightly elevated. Have the back 
of the blade elevated one-sixth to one-twelfth of an 
imaginary half circle, determined by the use to which 
it is to be put, with the edge, of course, resting on the 
stone, but’soon begin to elevate the hand as much as nec- 
essary to keep the edge in contact with the stone, assur- 
ing an even bevel from tang to point. 

Reverse the blade and make exactly the same stroke 
back, using great care to hold it at the same angle and 
to put the same amount of pressure on each stroke, 
thereby assuring the edge being centered in the metal. 

The foregoing applies to blades with straight edges, 
tapering only near the points. When edges curve in, 
as they do on many surgical blades, it becomes necessary 
to swing the hand down and toward one to bring the 
hollow in the edge against the corner of the stone and 
then swing abruptly upward when nearing the point 
to secure the true bevel from the heel to point that is 
so necessary in providing a durable edge. 

For pruning blades one needs a round stone, but the 
sharpening can be accomplished very nicely by placing 
on the stone as other blades and drawing diagonally 
across the corner or edge of the stone which requires a 
downward swing of the hand below the surface of the 
stone. 





TOM RAY 


(Continued on pose 94) 
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HANSON 
Automatic Scales 


HANSON SCALE CO. 
Established 1888 
523 N. Ada St., Chicago 
Makers of Health, Kitchen, Utility, Diet, 


Postal, Nursery, and Dairy Scales, Hang- 
ing Balances, Scoops and Attachments. 





te os, en 














The: : gl s : 
Weighmaster - Kitchen Scale 
No. 1170 














USE RADIUM BLADES 
in a Gillette type Holder 























113 L A D E %, Over in Worcester, Mass., where the 


group of four Dakin Markets serves thou- 


Meet the demand for a quick sands of Worcester housewives with select 


easy selling blade among * , e . 
dealers, and the greater de- meats, the meat cutters are enthusiastic 
mand for a blade that lasts in praising Dexter Boning Knives and 
and satisfies and gives the 5 ts 5 
greatest number of shaves to other Dexter Cutlery. 
the customer. That’s why— uf 
o ; The Duncan & Goodell Hardware Co. in 
V orces I Yakin N 
More Blade Sales Worcester sell the Dakin Markets their Dexter 
Knives. Dexter Knives give you a real oppor- 
one | en oe Sam. tunity for sales to the butcher. The +y are the first 
Blade eAvertinitie. verilstis-to. send choice of most butchers who prefer their sharp, 
customers to our dealers’ stores. Keep ready-to-use blade, their correct build and balance 


eee te eee ee and the way they hold that sharp Dexter edge. 
Tell your butcher friends about them. Write us 


Made by Otto Roth, Inc. 
for dese riptive literature and price list. 


Radium Cutlers, Newark, N. J. 
Distributed by Wiebusch & Hilger, Ltd., 
106 Lafayette St., N. Y. 

















HARRINGTON CUTLERY CO. 
SOUTHBRIDGE, MASS. 
Rapid Knife a 


Cultivate Cutlery 
Made with finest grade 


The keen dealer realizes clean-cut steel discs, perfectly 
profits from his cutlery stock. A. pleas- hardened and accu- 
ie ; Fe: A 3 rately ground. 
ing portion of his income is cut from his 














| : ke: a , The Meat Cutters in the Dakin Markets 
es | tell Duncan & Goodell Hardware Co. 
—- “DEXTER KNIVES 
RADIUM Last Longer than Others” 
> | 


Packed 1 doz. in very 





knife sales. attractive 2 color, self- 
selling, counter dis- 

Whet your knowledge on the Harp- play box. 
waRE AcE grindstone. Profit by the cut- ik Nie: viadaiieeinai. 





' lery articles. 








» The Atlas-Ansonia Co., New Haven, Conn. 
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“PRESIDENT” Clipper 
Professional patt 


Highest quality through- 
out. Four other profes- 
sional patterns to choose 





for 
Home 


Mode! 


A Specific 
and 


Professional 
Use 





“AMERICA’S FINEST 
HAND HAIR CLIPPERS” 


OSTER Clippers have a sharp, powerful cutting action. 
They are accurately ground, finely finished and have 
just the proper bevel. They fit the hand, are well bal- 
anced, and highly nickel plated. Plates are of the finest 
quality cutlery steel. 

The OSTER Line is extensive. Prices are reasonable. 
There is a model for each individual requirement. 
A great many jobbers and dealers are enjoying 
increasing profits in the sale of OSTER Clippers. 
logs, prices and discounts sent on request. 


JOHN OSTER MANUFACTURING CO. 
RACINE, WISCONSIN 


ever 
Cata- 
















Model “E” 
Clipper 
A dainty beard and 
neck trimmer. 
Sells easily 
nets large profits. 
Six other torsion 
type clippers to 
choose from. 


















IN KNIVES 


Master workman and apprentice 
alike prefer 


g MURPH) 










Famous for Cutting 
Qualities 
and Durability 


They are outstanding! Many features 
make them so. Every edge is sharp and 
of greatest importance STAYS SHARP. 
The steel is the best in the world for its 
purpose. There is no play of the blade 
in handle. The handle fits the hand. 


The R. MURPHY line includes a 
knife for every craft and trade, home 
and workshop. Shoe, Sloyd, Pruning, 
Painters, Oyster, Clam, etc., etc. 


STOCK UP and keep up your stock 
with R. MURPHY KNIVES and your 
knife counter will be most profitable. 































No. 1 





Write for Catalog and Prices Resting Kalle 
Sh 
ROBERT MURPHY’S SONS CO. Blade 23," long. 
Est. 1850 Ayer, Mass. No. 0. Blade 2” 
long. 


The Selling of Cutlery 


(Continued from page 92) 


If the abrasive used is a manufactured combination 
stone, the coarse side should not be used unless the 
blade is in very bad condition, but with a much-abused 
or nicked blade, first use the coarse side. When the 
blade is in proper condition for finishing use the fine 
side, using exactly the same method as before except— 
the last few strokes should be deftly made with decreas- 
ing pressure and by drawing the blade almost directly 
toward one until finished. 

This will give a wonderfully keen, firm edge; but for 
the very acme of an edge that will almost make the dry 
hair fly from one’s arm, draw the blade diagonally back- 
ward from the edge on the strop, with the back of the 
blade elevated a little more than when on the abrasive 
so that the leather catches the microscopic teeth forming 
the edge and pulls them closer together—in alignment. 

The same method should be used in sharpening butcher 
and steak knives. 

To sharpen shears and scissors: Open as wide as pos- 
sible, place the blade on stone to retain the original bevel, 
and make the diagonal stroke against the edge exactly 
as in sharpening a pocket knife. 

A man’s worth, in selling cutlery, is measured largely 
by his ability to give his customers deserving informa- 
tion, 


Silhouette Pattern Silverware with 
New Short-Bladed Viande Knife 


A new departure in table knife design has been achieved by 
the International Silver Co., Meriden Conn., in the “Viande” 
knife for the 1847 Rogers Bros. silverplate pattern, Silhouette. 

In this knife, the customary blade is replaced by a shorter 
one with a keen cutting edge. In using the knife, the finger 
is pressed on the handle instead of on the back of the blade. 
The short blade is said to be ample for cutting and the knife 
has a perfect balance. 





The “Viande” knife was designed by Eliel Saarinen, well 
known architect and designer. In creating it, the company has 
contrived to make the implement conform naturally and grace- 
fully with the other pieces of the Silhouette pattern. The 
regular dinner and dessert knives are also made in this design. 





The Silhouette pattern which International Silver Co. recently 
introduced has been taken from the Paris fashionets of women’s 
gowns and adornments. The company states that this pattern 
has simplicity, grace, modernness and smartness. 

The illustrations are of a spoon and a Viande knife, both in 


the Silhouette pattern. 
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“Tools Necessary for Farm Blasting” psn ciel 
By L. C. LEBRON 


Agricultural Engineer, Hercules Powder Co. 


ARDWARE dealers throughout the country are 
H now being called upon to furnish supplies and 
tools for farm blasting. The use of explosives 
on the farm is steadily increasing, and much effort is 
being directed toward aiding farmers in the safe and 
efficient use of agricultural explosives. Campaigns for 
the removal of stumps, boulders and other weed hatch- 
eries, for the drainage of swamps and for tree planting 
and subsoiling are being carried on by explosives com- 
panies, farm bureaus and county agents. 






CHENEY 
— 


IDEAL 
FOR 


There are a number of tools and accessories neces-_ | 
sary for farm blasting, which the dealer now has an Rugged FARM 
opportunity to feature, along with hammers, axes, Compact USE 
shovels, etc. A round solid iron punch bar, 11% in. in Vitrified 
diameter, pointed at one end and with an expanded head Corundum ~ 
at the other, is necessary for quick work in blasting Wheel 
stumps, snake-holing boulders, tree planting, orchard Tilting ae 

; ‘ a nero nk 
rejuvenating or subsoiling in hardpan or dry clay. This Adjustment gisitie pss 
should be accompanied by a heavy sledge hammer or on request. 
pee Power Pulley ; - 

For blasting boulders by the block hole method, a Mower Knife Extension ali 
4-lb. hammer and a rock drill are necessary for prepar- 

S. CHENEY & SON 


ing holes. Regular earth augers, stump augers, punch 
bars and extension lengths for them are available in 
manufacturers’ sets, or can be made up from the deal- 
er’s own stock. Stump augers should be a minimum of 
11% in. in diameter, and hardpan augers and soil augers 
should be still larger. Genuine Sheffield Steel 
A tool for punching holes in moist ground can be 2 
’ ene ; ; acc Made in England 
made up from 2-in. galvanized iron pipe. The pipe is 
cut in 5-ft. lengths, pointed at one end and threaded to 
receive a ‘“T” at the other. Shorter pieces, about a foot 
“T” forming a handle. 


MANLIUS, N. Y. 








long, can be threaded with this 
One or two men can make holes to receive explosives 
in swampy ground with this tool. 

A straight steel bar, sharp pointed at one end and 
chisel pointed at the other, about 7 ft. long, is a very 
handy tool for making holes under stumps and boulders, : 
cutting between roots with which the auger becomes and More Shaves 
entangled, and cutting off small roots. Axes and mat- 
tocks are convenient tools for clearing brush around 
boulders and stumps. 

For a tamping stick for use with farm explosives, 
nothing better can be found than a long shovel handle. 
The curved end offers an excellent grasp and aids firm 
tamping. Farmers have found this a worth-while outlay. 

In the blasting accessories line, requirements are for 
blasting caps and fuse, electric blasting caps, leading 





Dealers, here is the razor blade you have 
been waiting for. Made of famous Shef- 
field Steel, imported from England. Gives 
an almost unbelievable number of shaves. 
Stock and push this blade. It will make 
friends, sales and profits for you. Order 
from your jobber. If he doesn’t have the 
MITCHELL—write to us. 


wire, crimpers and blasting machines. Leading wire Manufactured by R. S. Mitchell, 
should be duplex wire well insulated and should not be eT a 
less than 250 ft. long. 
Deal 8 ; KRANISH BROTHERS, Inc. 
ealers can feature these tools, necessary to blasting, 
: Sole U. S. A. Representatives 


in special window displays in which explosives manu- 
facturers will probably willingly assist’ with literature 
and dummy explosive cases. 


10 WEST 37th STREET NEW YORK, N. Y. 
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SAW DUST 


By G. F. M. 


Anp 128-HorsepowEer, No Doust 


Pleasant Hill, Mo., boasts a citizen who boasts a pipe 
that is 128 years old. 
How to Brinc Out THE PowpveErR-PUFFS 
It’s a disconcerting compliment for the orator to tell 
his feminine audience he’s happy to see so many bright 
and shining faces before him this morning. 


TAME 


We had a face-to-face view of Wall Street the other 
day, but Mr. Morgan’s horrendous dragon didn’t even 
wake up to look us over. Shucks! 


Pusu ’EmM, MERCHANDISERS 
Insecticides in fly-time constitute the most practical 
form of farm relief, as everybody knows who ever 
pailed a cow in warm weather. 


Mu(sic!) 

An appealing appeal in a recent want ad: “At liberty, 
trombonist ; hot and sweet, plenty pep, read and fake, 
can sing, play in tune, gold outfit, tuxedo, double at 
drums, dirt and flash, hot sock cymbal, ham lay-off, 
young and good looking; some violin when needed; 
double stop and goofus.” 


More TROUBLE 


How are we farmers goin’ to keep our silos up when 
them smart-alec, low-scootin’ flyers keep knockin’ ’em 
down? 

Just As We Are LeEarNINc TO Say It WitTH 
BENEVOLENT UNCTION 

George, the Pullman porter, doesn’t like to be called 
George by the customers ; it gives him a servile complex. 
So we are told in the report of a protesting convention 
of Georges. 

ANOTHER OUTRAGE 

What is this degenerate age coming to? Watermelon- 
growers in the Ozarks are hiring armed guards to watch 
their patches. Ain’t we kids got no more rights? 





Hatt, Hettions! 
That old scrapper, the Olympia, Admiral Dewey’s 
flagship at the Battle of Manila Bay, is in danger of 
being scrapped. 





UNnNpbER A Heavy Discount 


The fellow who doesn’t like corn-on-the-cob can never 
claim to be a 100-per cent American. 


AN IpEA THAT WILL NEVER Go OVER 


What Broadway needs, from the Vermont viewpoint, 
is an electric light saving system. 


OPPORTUNITY 








Why don’t we hardware people sell enamels for 
feminine makeup? MHere’s an unscratched market. 


Or THE OLD ONE, EITHER 
As an art connoisseur we lack a number of important 
qualifications, but we would like to look soulfully at the 
picture on the new $10,000 bill. 








Are WE Att Heapep THat Way? 
Kansas has at least one rich poor-farm. A county 


clerk in that state recently received a garage bill read- 
ing: “Repairs and labor on dependent’s car, $21.50.” 


Mayse He Was Arr-MINDED 


In Omaha the other day a building custodian was 
censured for hoisting the flag upside down. 








FUTILE 
This endless case of Nightshirts vs. Pajamas should 
be suspended in the court of public opinion during hot 
weather when more people than the statisticians suspect 
sleep “raw.” 





MAMMOTH 
To the victim’s exploratory tongue that little cavity in 
his tooth, which the dentist talks about so airily, always 
feels like a cave. 


So Ir SEEemMs to Us 





This theory that the meek shall inherit the earth will 
probably come to pass when nobody else wants it. 





SAVED! 

Just as the automobile had the old family hearth on 
the run the radio came along and did a pretty good job 
of pinch-hitting. 

But Goopness KNows WHERE THEY’RE GOING TO 

Get LIKELY CANDIDATES 


Johns Hopkins and the other hard-to-get-through uni- 
versities should be offering courses for air-traffic cops. 
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Harry W. Collins New Hardware 
Golf Champion 


(Continued from page 49) 


Major James M. Holloway, American Steel & Wire 
Co.; H. H. Hargraves, Cincinnati Tool Co.; W. E. 
Haessler, H. F. Haessler Hdwe. Co.; R. G. Hollings- 
worth, P. & F. Corbin; R. ‘W. Harper and Bunny Har- 
per, Harper & McIntire Co.; Harvey T. Hill, W. H. 
Hammond, J. Wiss & Co.; R. W. Hull, Bourne Fuller 
Co.; A. D. Harman, Remington Arms Co.; E. L. Hev- 
erly, Norton Door Closer Co.; William Haase, Richards 
& Conover Hdwe. Co.; George Hruby, Wyeth Hdwe. & 
Mfg. Co. 


Ralph H. Irwin, Yale & Towne Mfg. Co.; Mr. Imhoff, 
Shelby Metal Products Co. 


W. O. Judd, Harwi Hdwe. Co. 


Karl E. Kilby, Coleman Lamp & Stove Co.; F. J. 
Koch, McKinney Mfg. Co.; H. H. Kuehlke, Richards 
& Conover Hdwe. Co.; E. P. King, Hubbard & Com- 


pany. 


M. J. Lacey, Corning Glass Works Pyrex; Cusil 
Lechtman, Lechtman Printing Co.; W. D. Lewis, Pier- 
son Lewis Hdwe. Co.; D. F. Lacy, Youngstown Sheet 
& Tube Co.; Harry Leibe, The Stanley Works. 


Fred McGee, Bunting Hdwe. Co.; H. B. Mize, Blish, 
Mize & Silliman Hdwe. Co.; I. N. Merritt, Grinnell 
Washing Machine Corp.; W. S. Macomber, Cleve- 
land Tack Works; J. P. McKinney, McKinney Mfg. 
Co.; A. R. Matheny, Good Hardware; D. O. Macquar- 
rie, Corbin Cabinet Lock Co.; J. D. McCue, Russell & 
Erwin Mfg. Co.; A. L. Martin, Vichek Tool Co.; C. D. 
Moore, Richards & Conover Hdwe. Co. 


W. S. Newell, Sheffield Steel Corporation; A. W. 
Nyhagen, Aluminum Goods Mfg. Co.; V. Noland, Rudge 
& Guenzel Co.; M. O. Newby, Stowe Supply Co.; H. W. 
Nutting, Corning Glass Works Pyrex: C. W. Newpher, 


Bourne Fuller Co.; R. Neal Oysler, Clemsen Bros., Inc. | 


Harold Prather, Excelsior Hdwe. Co.; C. J. Prinzler, 
Vonnegut Hdwe. Co.; F. D. Pitt, The Anderson-Pitt 
Corporation. 


J. D. Reynolds, Carmean Reynolds Hdwe. Co.; M. G. 
Rodearmel, Rodearmel Davis Co.; G. B. Richards, 
Richards & Conover Hdwe. Co.; George Roth, Simmons 
Hdwe. Co., and J. W. Rice. 


E. B. Steele, Norton Door Closer Co.; C. W. Sager, 
Sager Lock Works; J. C. Shepherd, Sheffield Steel Cor- 
poration; R. A. Sundvhal, Corbin Screw Corporation ; L. 
G. Schraub, Sheffield Steel Corporation; H. G. Starks 
and L. D. Starks, Richards-Wilcox Mfg. Co.; E. R. 
Swift, The Stanley Works; S. H. Sieben, C. A. Smith 
Co.; E. B. Seidel, Richards-Wilcox Mfg. Co.; Llew S. 
Soule, Harpware AcE; J. A. Shirley, Barrett Com- 
pany ; W. F. Schmidt, Yale & Towne Mfg. Co.; M. H. 
Swanman, K. B. Spencer, Old Guard Rubber Corpora- 
tion. 


H. E. Tate, Stowe Supply Co.; W. L. Thoma, The 








“Snugger” Glass Channel 





Stop those rattling windows 
No. 1 Flexible 














AUVECOLITE a 








MOULDING 









































All All 
Sizes Patterns 
- No. 150 
No. 100 Rivets for 
? . Nails, for metal run- 
Drive Screws Wood ning boards 
nickel-plated running nickel on 
No. 6 %4” boards brass. 
Ne: §° 3" nickel 
rust proof 
heads. 
No. 100 
Ford Model A 
Moulding 8 
strips to tube; 
exact Ford 
sizes. 
“Perfectrim” 


Hid "Em Welt 
For seats, tops, 
door panels 15-ft. 
rolls in display 
cartons with 
trimmer’s tacks, 
finishing tips poe 
tip nails, or 50 
yd. rolls. 




















“Hit em” 
Upholstering Trimmer’s 
Nails Tacks 


Reinforced heads and 
sharp tack points for fix- Sanitary, high 
ing all kinds of uphol- quality extra 

tery. 50 in box to re- we 
tail for 10c. 


clean. 200 in 
box to retail 
for 10c. 




















Finishing Nails 
Concealed Head 


For attaching Body and 
Drip Mouldings where a Counter Sunk 
concealed head finish 1s Body Nails 
necessary. " . : 
No. O1--Size No. 16,1 ” No. 96, Size No. 15, %” 
No. 92—Size No. 14,1 ” |g No. _ 98. Size No. 15,1)” 
“a4 yur : 2, Size No. 14, 1%” 
No. 93—Size No. 14, 1% No. 102. Size No. 14, 1% 
, ur 
No. 94—Size No. 14, 1%” No. 104, Size No. 14,1% 
No. 83—Size No. 12,1%” For attaching body panels 
No. 84—Size No. 12, 1%” Cement Coated Barbed 
No. 85—Size No. 12, 1%” Shank. In one pound pa- 
For Auto Body Mould- pers. 
ings. In one-pound pa- 
pers. Barbed shank, ja- 
panned. 























€ Gullo-Vahicle Pails Ca 


Manvfacturers 


1034 Saratoga St. 


Newport, Ky. 
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SHERMAN 


Wrought Brass 


LAWN FAUCET | 





Convenient Wheel Handle or Loose Key Type 


The Big, Popular Seller 


This popular SHERMAN Lawn Faucet or 
Sill Cock is a big seller wherever outside 
water faucets are desirable. The design is at- 
tractive, the pattern practical, the operation 
satisfactory. 


It is made of Durable Wrought Brass, Nickel 
Plated, CANNOT RUST, and is fitted with 
Encased Seat Washers, tested under heavy 
pressure and guaranteed in every particular. 


The handle is easily removed when it is desired 
to LOCK the water supply. This feature is 
much appreciated by home owners. 


This Faucet takes the place of several of our 
former patterns, answers all general require- 
ments and saves the Dealer from carrying a 
large assortment. 





¥ 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. | 
Battle Creek, Mich. 





| element of time as an important factor. 


Bourne Fuller Co.; W. A. Thayer, Thayer Foundry Co. 
Earl Vance, The Bona Allen Co. 


J. J. Wallace, Clemsen Bros., Inc.; J. A. Warner, 
Wyeth Hdwe. & Mfg. Co.; E. F. Williams, The Atlas 
Tack Corporation; John Wyeth and J. K. Werner, 
Wyeth Hdwe. & Mfg. Co.; H. G. Wagner, Western 
Clock Co.; J. E. Woodmansee, Richards & Conover 
Hdwe. Co.; C. E. White, Richards-Wilcox Mfg. Co.; 
Edwin Wollaeger, John Pritzlaff Hdwe. Co.; G. Whar- 
ton, Hubbard & Company; W. A. Wayman, Townley 
Metal & Hdwe. Co.; Walter A. Wells, Landers, Frary & 
Clark Co. and Gene Willett. 

All players received prizes. Special prizes were do- 
nated by Henry Disston & Sons, Inc., George Beaudin, 
Coleman Lamp & Stove Co., Utah Radio Products Co. 
and Bunker Clancy Mfg. Co. 


All other prizes were purchased with funds collected 
from membership fees. 


If Winter Comes—As Usual 


(Continued from page 63) 


Not only such items as sleds-and snow shovels are 
needed at this time, but general winter merchandise 
demands checking up. Skates, snowshoes, skiis, scrapers, 
coal hods and axes as well as lamps and indoor needs 
will be required in greater quantities. When people 
are in the mood to buy winter items, they can be in- 
fluenced easily to buy many more articles than they 
originally intended. This advantage should be pressed. 
Stocks that are in good condition help greatly in this 
respect. Natural needs should not only contribute to 
the increased volume but act as a spur to extra sales. 

Advertising and displays can be anticipated as a result 
of data given here, and winter merchandise may be 
started moving days and perhaps weeks earlier than 
usual. This information has been obtained for Harp- 
WARE AGE readers—make use of it. Order stocks now 
and reap the benefit of many early sales that might 
otherwise go to the other fellow. 


Will You Be There? 


(Continued from page 43) 


interest to both manufacturers and wholesalers. Much 
consideration has recently been given to the problems 
of hardware distribution, an important phase of which 
is the cost of city and interurban trucking and deliv- 
eries, whether by horse, motor truck or train, with the 
The cost of 
selling likewise is an important part of the problem, 
whether salesmen travel by train or motor car. These 


phases of distributive costs will be discussed by an ex- 
pert, Mr. F. C. Horner, of the General Motors Cor- 
poration, who will speak on “The Influence of Auto- 
motive Transport and Travel on Distribution Costs.” 

Other interesting addresses on new manufacturing 
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methods will be delivered by engineers of recognized 
reputation. 

The Wednesday sessions of the Manufacturers As- 
sociation will be featured by individual meetings of 
several of the Divisional Groups, with programs of in- 
terest not only to the members of the particular units, 
but to the membership generally, to whom all Group 
meetings are open. 

The concluding session of the Manufacturers Asso- 
ciation on Thursday morning, will be one of the most 
important of the Convention. At this time the Com- 
mittee on Trade Practice Conference will make its 
report and recommendations for discussion and action 
by the Association. Because of the importance of the 
subject to all concerned, a particularly large attendance 
is anticipated. Action on the committee report will be 
followed by the annual election of officers and mem- 
bers of the Executive Committee. 

Entertainment and recreational features will be fully 
up to the high standard maintained at the Hardware 
Convention, with special attention being given to enter- 
taining the many ladies who will attend. 


BUYING FOR NET PROFIT 


(Continued from page 55) 








class of trade he wants and cater to it. Distinguish 
himself by knowing what they want; having it and 
knowing what it is for. To carry a complete stock for 
his own trade he has to pass up the occasional stray who 
wants something different, and bargains that are cheap 
buys but extra stock, and he cannot afford to carry 
duplicate stocks. Some one or two jobbers who call 
upon me have the lines that suit me best. I concentrate 
my business with them; demand the best they have to 
give and get it, because they recognize that I am their 
customer. Give me freedom to buy the best value the 
market has for my particular customers’ needs and I'll 
not fear the man who has to sell the things bought to 
sell every Tom, Dick and Jane.” 

“You’ve said enough Ed,” I laughed. “You will 
think you’re in a convention if you keep on. Come on, 
let’s get some lunch” and grabbing him by the arm we 
jumped into Lady Lizzie and were off. 


N. B.—This story is based on an actual visit to a 
Pennsylvania hardware store, although the town is not 
Lancaster and the dealer’s name is not Ed. Hatch— 
The Editor. 


I'M WONDERING 


I’m wondering what would happen if it were possible 
for a man unconsciously to record each and every thing 
he says during the day, and at night, when all alone, 
have the record of his angry words, his pleasant sayings, 
his grouchy cracks, and his genial comments all reeled 
off to him in their infuriated inflections or kindly tones. 

We talk too much about seeing others as others see 
us, but what a wonderfuul influence our words would 
have on our minds if we could only hear ourselves as 
others hear us, particularly at a time when the door of 
contact with others is closed and we are alone—alone 
in the stillness of that hour when the crickets sing and 
our conscience is calling !—The Silent Partner. 























Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, . 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 





ERIE. PENNSYLVANIA 
~ Branch Offices. 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymarch 
San Francisco, 703 Market St. 
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410 gage, .410 in. 


PALMER HOUSE shooting. 


Here’s the event of 
one will want yi 
money-making ideas 
railroad rates £0 


— 


AS 


AC orporation no 


5 West Adams 
105 ‘Wes 


shooting. 


miss it. 


best. 


5ON iF Progressive burning shotgun powder gives less breech 


pressure, greater velocity and better patterns with a 


FURNISHING shorter shot string than does powders of other types; 
OUSE ERS however, progressive burning powder as now produced 

CTUR gives best results in maximum loads only. 
soci ATION Large shot usually pattern better than small sizes, as 
+ for pr it) there is less deformation of the larger pellets as they 

SI pass through cone and choke of the gun. 
lyoet A full choke 12 gage gun will shoot 70 per cent of the 
load of shot into a 30-in. circle at 40 yd. A modified 
choke 60 per cent and an improved cylinder 40 per cent. 
As a rule, a 12 gage gun will shoot slightly closer 
patterns than either a 16 gage or a 20 gage, and as they 
handle a larger load of shot they have greater range. 
This does not necessarily mean that all shooters will 
perform better with the larger bore gun, for many will 
handle the lighter small gage guns more accurately 
and quickly than they would the larger and necessarily 


hicago- 











Hints for Arms and Ammunition Users 


Gleaned from Jobbers’ Catalog 


UCH information of practical value is to be 

M found in the catalog of the various distributors 
of hardware and allied lines. 

of such catalogs is almost a liberal education in the 

goods the hardware man has for sale. 

We reprint herewith extracts from a page of general 
information from the catalog of the Whitney Sporting 
Goods Co., Denver, Colo. 

The gage of a shotgun is determined by the number 
of round lead bullets fitting the bore of the barrel, which 
it would require to weigh one pound; thus in a 10-gage 
gun it would take 10 round bullets of 10 gage to make 
a pound, twelve round bullets for a 12 gage, 16 for a 
16 gage, 20 for a 20 gage, and so on. 

The slight variance of perhaps one to five thousandths 
of an inch in diameter of the bore of a shotgun, as pro- 
duced by different makers, does not seem to greatly 
affect their shooting difficulties. 

The so-called “dime test’’ cannot be depended upon to 
determine the degree of choke in a shotgun barrel. 
Many barrels that will admit a dime freely through 
the choke, shoot very close patterns. 

The diameter of a 12 gage gun bore is .729 thou- 
sandths of 1 in.; 16 gage, .662 in.; 20 gage, .615 in.; 


Often a study 


The “heavy duck” 12 gage loads now in common use 
should be used only in guns of at least 7%4 lb. weight, as 
(Inclusive ) the recoil developed by such loads are heavy and when 
shot in a lighter arm will cause discomfort and poor 


Thirty foot-pounds of free recoil is about as much 
as the ordinary shooter can stand for continuous 


the year. No In the old black powder days, long barrels gave 
Lots of greater velocity with maximum loads, but since the 
and special advent of smokeless powder it has been learned that 26 
ex- or 28 in. shotgun barrels shoot as well as longer ones. 
hold down The length of barrel is a matter of personal choice, 
some shooters will handle a short barreled gun best 
while others require a longer barrel to perform at their 
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heavier gun, and after all it’s only the “shot that hit 
that counts.” 

The caliber or bore of a rifle is determined by the 
diameter in hundredths of an inch. A .22 caliber being 
.22 of an in., a .45 caliber, .45 of an in., etc. 

The weights of bullets of same caliber may vary 
greatly as in the .30 caliber, Government 1.06 grain bullet. 
the Express cartridge, having a 220 grain bullet giving 
2450 ft. velocity and the Hi-Speed Mushroom bullet 
cartridge, with its 110 grain bullet, giving 3500 ft. 
velocity per second. 

A .22 caliber long rifle cartridge has an extreme range 
of about %4 of a mile. 

The best way to clean a high power rifle is to pour 
about one gallon of boiling water through the bore from 
breech end, dry thoroughly with swabs, and oil with a 
good gun oil. 

Auto-loading rifles have the same velocity and energy 
as rifles of slide or lever action using the same cartridge. 
The same is true of auto-loading shotguns. A part of 
the recoil is utilized to reload the arm, hence they are 
more pleasant to shoot. 

Oil-proof pistol cartridges eliminate about 80 per cent 
of malfunctions in automatic pistols. 


Cutting Stencil Letters 
(Continued from page 51) 


then the center. For letters of this character two or 
three inches high it is best to use a number twelve red 
sable brush. Each time the brush is dipped in the ink 
it should be worked out into a flat position on a piece of 
paper or cord. This will after a time train it to keep 
a flat chisel edge. In practising, the beginner should 
never try to do any lettering without the upper and lower 
guide lines the height of letters. The daily newspaper 
makes an ideal background to practice lettering on, the 
column lines are already drawn and this will reduce the 
cost of practising to a minimum. 


Keeping Tools Unsoiled 


The white hickory handles of hammers, hand axes 
and hatchets, which have become soiled by grimy hands, 
can be cleaned up with a piece of fine sandpaper or 
steel wool. A special eraser made of a combination of 
rubber and emery is a handy article for redeeming some 
of the smaller tools. A little metal polish will make the 
dull nickeled tools take on new lease on life. Any hard- 
ware merchant who has offered a customer two samples 
of the same tool—one bright and shiny and the other 
only thumb-marked or slightly shop-worn, know the 
customer will take the spick-and-span tool every time. 
“An ounce of prevention is worth a pound of cure’— 
but if your tool samples are soiled it will pay you to 
clean them up. 





THE Drawcut PRINCIPLE 
in 
LAWN MOWER CONSTRUCTION 
means 
EASY SALES 


The Wrong Way The Right Way 


of Cutting Grass 





The Drawcut principle—the scientifically correct 
manner of cutting grass—will appeal instantly to 
your customers. The knife—not the revolving 
blades—does the actual cutting. The principle is 
similar to the action of a pair of shears. 


Use this telling sales argument next Spring. Blair 
is preparing the way by vigorous newspaper ad- 
vertising. And remember that the Drawcut prin- 
ciple is used in Blair lawn mowers exclusively. 





Grand Universal 


Eleven-Inch Drive Wheels 
Five Drawcut Blades 
Automatic Ball Bearing-Adjustment 
Crucible Steel Stationary Knife 
Cut Thread, Case Hardened Adjusting Screws 
Dust Proof Oil Cups 


In addition to the Blair high-quality lines— 
Hercules, Automatic, Pilgrim, Universal—sev- 
eral other models are available which combine 
quality and low price. Write for catalog and 
prices today. 


BLAIR MANUFACTURING COMPANY 
Established 1879 


Springfield Mass. 


BLAIR Drawcut 
LAWN MOWERS 
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Fibre Spittoons and Lipped Pails 


ALMO Fibre 
States and Canada. 


ings, Mills and Shops prefer them to metal spittoons. 


Spittoons are sold 
Hospitals, Institutions, Public Build- 


throughout the United 


They 


are easy to keep clean, just flush them with hot or cold 


water. 


they will not 
work or fine 


sary noise. 


Made in three sizes finished in 


mahogany. 


Lipped Pail 


Because they are made 
pulp and have a smooth surface 
mar the wood- 
furniture. 
do not rattle or make unneces- 





from genuine pine wood 


They 





Fibre Spittoons 


Indurated ALMO Imported French 
Fibre Pails with Lip are used by 
leading Carpet Manufacturers and 
Silk Dyeing Houses. These pails 
are therefore most practical for all 
acids, dyes, and various coloring 
matter. 

Each tiny pore is sealed by infu- 
sion with a special solution making 
this ware absolutely liquid tight 
and easy to clean. Sold by lead- 
ing Jobbers. 





New Catalog just off the press shows 
full line of over 20 items. A postal 
card will bring you a copy. 








Almo Trading & Importing 
Co., Ine. 


61 East 11th St. New York 














A little giant - safe, 
efficient aud fooi- 


HAND POWER sre eben ne 
These smooth running a 


Kimball 


eration come 


2-29 


machines 
which there are thou- 
sands in successful op- 
sawed, 
drilled and equipped 
with all fittings ready 
for instant installation 
by anyone handy with 
saw and hammer. © 
Roller bearings and 
high leverage ratio 
make this one of the 
smoothest, fastest hand 
power machines on the 
POs. cS we wie 
Write for Hand Power 
Elevator Folder. 


Kimball Bros.Co. 


Builders of Elevators for 46 Years 
1117-41 South Ninth St. 
Council Bluffs, Iowa 


of 























COMING CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 
1929. Hotel headquarters, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Ave., New 
York City. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, secretary, 815 
Southern Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
AssocIaTION, San Francisco, Feb. 11, 12, 13, 1930. 
Headquarters, Hotel \Whitcomb. .LeRoy Smith, secre- 
tary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 10, 11, 12, 1930. Place of meeting to be decided 
iater. Arthur R. Craig, secretary, 804-806@Commercial 
Bank Building, Charlotte, N. C. 

Itt1no1s RetarL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuiBition, Hotel Sherman, Chicago, Feb. 11, 
12, 13, 1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RetaiL HARDWARE ASSOCIATION CONVEN- 
tion, Manufacturers Building, Indiana State Fair 
Grounds, Indianapolis, Jan. 28, 29, 30, 31, 1930. G. F. 
Sheely, secretary, 911-913 Meyer Kiser Bank Building, 
Indianapolis. 

Iowa Retait HARDWARE ASSOCIATION CONVENTION 
AND ExurpiTion, Hotel Savery and Des Moines 
Colistum, Des Moines, Feb. 11, 12, 13, 14, 1930. A. R. 
Sale, secretary, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 
17, 1930. J. M. Stone, secretary, 200 Republic Building, 
Louisville. 

LovuIsIANA RetTaIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New 
Orleans, June 9, 10, 11, 1930. Guy Nason, secretary, 
Starkville, Miss. 

MICHIGAN RetaiL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTIon, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at the Klingman Exhibition Building. A. J. 
Scott, secretary, Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

MissIsstpP1 Retail HARDWARE AND IMPLEMENT 
AssocIATION CoNVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, secretary, Starkville. 

Missourt Retail HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTion, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MounTAIN STATES HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Jan. 21, 22, 23, 1930. Place 
to be decided later. W. W. McAllister, secretary, 
Boulder, Colo. 

NATIONAL HARDWARE ASSOCIATION OF THE UNITED 
States Convention, Atlantic City, N. J., Oct. 21, 22, 
23, 24, 1929. Hotel headquarters, Marlborough-Blen- 
heim. George A. Fernley, secretary-treasurer, 505 Arch 
St., Philadelphia, Pa. 

NaTIONAL Retarit HarpWARE ASSOCIATION CON- 
cress, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
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Managing Director, 130 E. Washington St., Indian- 
apolis, Ind. 

THIRD ANNUAL NATIONAL House FuRNISHING Ex- 
HIBIT, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Omaha, Feb. 4, 5, 6, 7, 1930. Headquarters, New 
Paxton Hotel. Exhibition at Municipal Auditorium. 
George H. Dietz, secretary, 414-19 Little Building, 
Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New ENGLAND HARDWARE DEALERS ASSOCIATION, Me- 
chanics Building, Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters, Hotel Statler. George A. Fiel, secretary, 
80 Federal St. Boston 9, Mass. 

New York STATE RETAIL HARDWARE ASSOCIATION 
CoNnvENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Conven- 
tion sessions and exhibition will be at Edgerton Park. 
Headquarters, Seneca Hotel. John B. Foley, secretary, 
510 Hills Building, Syracuse. 

NortH Daxota RETAIL HARDWARE ASSOCIATION 
CONVENTION AND ExuHisiTIon, Feb. 11, 12, 13, 1930. 
Place of meeting to be decided later. Charles N. Barnes, 
secretary, Grand Forks. 

Oxu1Io HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. 
James B. Carson, secretary, 315 Mutual Home Build- 
ing, Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Oklahoma City, Jan. 28, 29, 30, 1930. 
Chas. L. Unger, secretary, 207-208 Bloomfield Building, 
Oklahoma City. ; 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc., CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12, 
13, 14, 1930. Sharon E. Jones, secretary, 610 Wesley 
Building, Philadelphia. 

SoutH Dakota Retait HARDWARE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, February, 1930, exact date and place 
to be announced later. H. L. Boyd, secretary, Spring 
Arcade Building, 541 South Spring St., Los Angeles. 

SOUTHEASTERN RetaIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the state associa- 
tions of Alabama, Florida, Georgia and Tennessee, At- 
lanta, Ga., May 13, 14, 15, 1930. Walter Harlan, secre- 
tary, 701 Grand Theatre Building, Atlanta. 

Texas HarDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND Exursition, Houston, Jan. 21, 22, 23, 
1930. Dan Scoates, secretary, College Station. 

VirRGINIA RetatL HARDWARE ASSOCIATION CONVEN- 
TION, Richmond, Feb. 13, 14, 1930. Thos. B. Howell, 
secretary, Richmond. 

West VirGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND ExuHisiTion, Huntington, W. Va., Jan. 21, 
22, 23, 1930. James B. Carson, secretary, 315 Mutual 
Home Building, Dayton, Ohio. 

Wisconsin Retait HarpwarRE ASSOCIATION CON- 
VENTION AND EXHIBITION, Auditorium, Milwaukee, Feb. 
4, 5, 6, 7, 1930. B. Christianson, secretary, Stevens 
Point. G. W. Kornely, exhibit manager, 1476 Green 
Bay Ave., Milwaukee. 











axe/far-béno 
hefter than its 


HANDLE 


NLY by studying the task cach 
building tool must perform can 
the handle maker consistently pro- 
duce stocks that keep the workman’s 
tools out of the repair shop. Just as 
the work of each instrument is differ- 
ent, so is the art of designing and 
making handles to meet the demands 
of every job. 
Years of handle making have taught us 
the pattern of a superior product. The 
jobber, too, has cashed irf on our experi- 


ence. He knows each shipment of 


SALLEE handles can be relied on to 
carry his individual label with a guaran- 
tee of complete satisfaction to the pur- 
chaser. 


Write for price lists and grading sheets. 


SALLEE BROS. 








. POCAHONTAS, ARK 


Fifty years’ experience—from tread 
; ’ : 
mill to modern plant production. 
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Sold by 10,000 Hardware Dealers 


Millions of pounds of Albany Grease are 
sold each year to the industrial, power 
plant and automotive field. It is a tallow 
compound with a low melting point. Used 
where only the highest type lubricants 
are acceptable. Albany Grease is adver- 
tised in the foremost trade papers of 
America. Sold in cans and barrels. 


The complete line can _ be 
stocked on a small investment. 


Your jobber can supply you. If not, write us. 


ADAM COOK’S SONS, Inc. 


MANUFACTURERS OF QUALITY LUBRICANTS 
LINDEN, NEW JERSEY 
Export Department, 6 Varick St., New York 

















The Fairbanks Co. 


Boston, New York, Pittsburgh, 


FAIRBANKS 


The operation and life of a hand truck de- 
pend largely upon the quality of the 
BEARINGS as well as the material and 
construction. 


We use 


HYATT 


ROLLER BEARINGS 











because they roll easily, ab- 
sorb shocks, reduce friction 
and insure long service. 

Catalog No. 30 shows Hand 
Trucks for every require- 
ment. 


Fig. A 1304 


Rome, Ga. For 
Distribution in all Dry Goods 
Principal Cities Cases, etc. 








Verified News of Retail Stores 


ARIZONA 


Coo.ipcE—Heflin & Trimble Co. is opening a hardware store to 
this new town. 


ARKANSAS 
Amity—S. E. Richardson is adding a hardware department in 
his furniture store. 
BARRYVILLE—Geo. W. and A. D. Basore have bought stock in 
Ozark Hardware Co. which was owned by Lem and Price 
Kendall, giving the purchasers control of company. 


CALIFORNIA 


Los ANGELES—Judson Hdwe. & Plumbing Co. at 3116 W. 10 St., 
has taken over the business of Ida. A. Zeller. 
Los ANGELES—Robert C. Miller at 5012 Eagle Rock Blvd. has 
opened a new store succeeding Chas. A. Schulze. 
Hottywoop—E. Russell Clark has moved his hardware store 
from 558 N. Western Ave. to 652 N. Western Ave. of this 
city. 
COLORADO 
Nucta—R. F. Kincade Hardware & Furniture Co. has opened 
in this town. 
GEORGIA 
Cumminc—Shadburn-Moore & Ingram has succeeded to the 
business of R. T. Shadburn. 
Macon—Dunlap Hdwe. Co. is remodeling its retail department 
at 456 Third St. 
SAVANNAH—Stubbs Hdwe. Co., Inc. plans to move in October 
from 119 Congress St. to 121 Congress St., where it will oc- 
cupy three floors and a basement. 


ILLINOIS 

Cuicaco—C. A. Londelius & Sons have moved from 847 W. 63 
St. to 6233-35 Peoria St. 

Cuicaco—Berman’s Hardware Store will soon move from 1656 
W. 63 St. to 1720-24 W. 63 St. 

Cuicaco—Devon Hdwe. Co. has opened a store at 1540 Devon 
Ave. 

Mr. VERNoN—Veatch Hdwe. Co., Inc. has purchased the Strat- 
tan Hdwe. Co. also of this city. It is understood that the 
Veatch company will erect a new building on the site of the 
Strattan store. 

HeEsroN—Raymond Okeson, prop., Hebron Hdwe. Co. has suc- 
ceeded Sill & Okeson. 

INDIANA 

InpIANAPOLIS—T. R. Ratcliff has succeeded J. R. Chalk at 421 
E. 30 St. and will continue the business as Eagle Hardware Co. 

Mark_E—Geo. H. Houseman will open a store in a few weeks. 

ButLter—Leo Sullivan will open the Butler Hdwe. Co. in this 
city. 

IOWA 

Hussarp—W. H. Wilson, is the prop. of Hubbard Hdwe. Co. 
which has succeeded E. S. Pittman. 

McGrecor—Art Hinsch has purchased the interest of Chas. 
Hinsch in McGregor Hdwe. Co. 

Deer River—T. H. Connell & Co. is operating a retail store 
here. 

KENTUCKY 

CATLETTSBURG—Harper & Runyan have succeeded Watson- 
Harper Hdwe. Co. 

PrestonBurG—Morrell Supply Co. recently suffered a severe fire 
loss and is preparing to rebuild its store immediately. 


MICHIGAN 


Derroit—The Frazer-Trout Co. is now Frazer Hdwe. Co. at 
10487 W. Jefferson Ave. 

WATERVLIET— Watervliet Hardware has opened here in the Car- 
mody Bldg. 

Homer—M. R. Mickle & Co. has taken over the business of 
Adams & Mickle. 
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MINNESOTA 

Apert LEA—Confer Store, Inc. has succeeded Belina Hdwe. Co. 

Car.tton—J. H. Johnson has purchased C. R. Clark’s interest in 
Carlton Hdwe. Co. 

FLorENcE—H. W. Ross Lumber Co., is adding a stock of build- 
ers’ hardware. 

Mites City—The 7th St. Hdwe. Co. has been incorporated by 
W. S. Hungerford and others. 


MONTANA 
GLENDIVE—O. R. and A. Westrum Bros. have succeeded Lowe 
Bros. 


MISSOURI 


WootpripcGeE—W. J. Wooldridge & Son have succeeded Freeman- 
Wooldridge Mercantile Co. 


NEBRASKA 


Orp—Marion Crosby prop., Crosby Hdwe. has taken over the 
business of L. D. Miillikin. 


NEW YORK 

STAMFoRD—C. L. Many has taken over the business of G. D. 
Sanford. 

KenmorE—Lutz Hdwe. Co., will open a store at 2498 Elmwood 
Ave. 

E_mrra—The Geo. W. Peck Co. has purchased adjoining prop- 
erty for future needs. 

Rye—During August 1929, the Rye Hdwe. Co. will open at 58 
Purchase St. 


OHIO 


WAYNESVILLE—Fairly Hdwe. Co. has opened a store here. The 
company is a branch of the Hillsboro Hdwe. Co. in Hillsboro, 
Ohio. 


“Wolf” Portable Timber Saw 





The “Wolf” portable timber-sawing machine illustrated is a 


product of Reed-Prentice Corp., Worcester, Mass. This item 
can be furnished with either an air motor drive, a D.C. motor 
drive or an A.C. motor drive. It is particularly adaptable for 
jobs where sawing under water is necessary. 


The saw teeth are attached to a revolving chain. They are 
made of high-grade steel which has been specially treated, and 
are replaceable. Regardless of the drive, the machine has a ca- 
pacity of 24-in. diameter timber. Complete information will be 
supplied ta interested dealers by the manufacturer. 





LAWN 
MOWERS 


New Models 


and New Prices 


for 1930 


The Big 
PROFIT 
LINE 


Jobbers will be in- 
terested not only 
in the new feat- 
ures, but also in 
the service they 
can give the dealer 
to help him sell 
CLARINDA 


LAWN 
MOWERS 


¢. 





Write for New Literature, Prices 
and Name of Nearest Jobber 


Manufactured by 


CLARINDA MANUFACTURING CO., Clarinda, Iowa 











Milopernv& 
THE HELLER way 






Now is the time to get ready for 
the holiday rush and the coming 
new year. Insure your prosperity 
by modernizing your entire store 
with Heller Display Fixtures and 
display tables. Don’t let any 
more business which should right- 
fully be yours go to Chain e 


Stores. Hundreds of others have 


modernized with Heller equip- 
ment and are finding that the 

BUSINESS BUILDING 
STORE EQUIPMENT 


equipment is paying for itself. 
Write for catalog 75A, stating 
size of store. 


W. C. Heller & Co. 
700 Bryant St. 
Montpelier, Ohio 
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_ GEM’ ADJUSTABLE 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


You, like many other retailers, must have noted the increased 
demand for “GEM” Adjustable Register Shields in the new Dull 
Brass as well as the also attractive Black and Oxidized Copper 
finishes. All three finishes harmonized well with 
the other furnishings and decorations in a room. 


Retail at: “GEM” Floor Shield, Black, $1.25; 
Dull Brass or Ox. Cop., $1.50; “GEM” Wall 
Shield, Black, 65c; dull Brass or Ox. Cop., 75c. 




















140 BROADWAY. NEW YORK.N-Y \ 
BUY FROM YOUR JOBBER 








Means Easy Sales 


KN OWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
are made from 


its. Co., Ltd., Eskilstuna, 

weden. the finest Swedish 

Butt Beveled edge. charcoal steel, sturdy 
and well made and 


Regular Beveled 
craftsmen and lovers of 












e. 
Suchen good tools appreciate their 
Chisel known quality. 


Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 
We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 
Order from your jobber today, or write 


SCANDINAVIAN WESTERN IMPORTING CO., 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattic, Wash. Mentreal, Can. 


Ltd. 











“ AND COPPER 


"WEATHER VANES 
WwW 





In a dry concentrated form. Simply add three 
parts water to one part salts and make a 
perfect flux _of sufficient strength to use on 
old metal. Put in % Ib., 1 1b. and 5 Ib. 
bottles, and in 50 Ib. pails. Also put up in 
barrels. 


Free Samples and Instructions on Request 


L. B. Allen Co., Inc. Pi 
6734 Bryn Mawr Ave. Chicago, Ill. al EA) 
—SOLD THRU JOBBERS— : 














| balance or inspect it closely. 





Removing Glass Doors from 
Tool Cases 


(Continued from page 57) 


all of the tools in the cases. We also rearranged the 
hooks in the cases to suit our ideas, but were careful to 
keep the top row of tools low enough from the floor 
that they could be easily reached by any customer. 

“When a person comes into our store they can’t miss 
seeing the tool dipslay. We give tools the best display 
space in our store—on the right side—just inside the 
door. We feel tools are important enough and produc- 
tive enough to warrant our devoting preferred space to 
them. People come in to look around and are soon 
attracted to our tool display. We make it a point to keep 
it clean, orderly and well sampled and each tool bears a 
price card. If you happen to be busy very often the cus- 
tomers will sell themselves, before you have a chance to 
wait on them. Customers who come in for other things 
frequently find it difficult to resist the tool display, and 
another tool sale is made before you can realize it. 

“We don’t make any effort to carry stock in the dis- 
play case and believe this is bad practice in open type 
displays. We only attempt to show one sample of each 
type of tool in the case and the customer gets the tool he 
has handled. They can walk right up to the case and 
take down any tool that strikes their fancy and try the 
When any type of display 
permits and encourages similar liberties on the part of 
the customer, we think it facilitates a sale more easily 
than anything else a dealer can do. 

“When we first started to use this method we antici- 
pated some trouble with shop-worn or rusted tools, occa- 
sioned by handling, but our fears in this regard were 
not justified. It is seldom we have a tool which becomes 
shop worn, and you can rest assured that if a tool is a 
‘sticker’ when displayed by this means, it will likewise 
be unsalable by any other method of display. A bird in 
hand is worth two in the bush. By the same token a tool 
in the hands of one customer is much better than two 
customers simply looking at tools. 
quality tools in the wall cases, but we 
line of competitive tools at popular 
displayed on open top tables. Very 
to divert a prospect’s attention from 


“We show only 
carry a complete 
which are 
able 


prices, 
often we are 


| a cheap tool he has noticed on the table to one of better 


quality in the. wall case. Once in a while a customer 
becomes interested in a quality tool but decides the price 
is too high for his pocketbook. When it becomes obvious 
that it is impossible to sell such a customer a quality 
tool, we then suggest a popular priced tool from the 
tables. 

“We know some hardware dealers are complaining 
about their tool business, attributing a decline in sales 
to various reasons. We are glad to say our tool business 
is getting better. True, our sales in popular priced tools 
are ‘off’ to a minor degree, but a substantial increase in 
our quality tool business more than offsets the difference. 
Tools should be an integral part of every hardware store. 
They will suffer from lack of attention, but we think 
they will more than sufficiently compensate any dealer 
who gives them a proper share of his attention,” 
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ROLLS OF HONOR 


A-P “1189” Round-a-Corner garage 


’ 


door hangers are on many dealers 
rolls of honor. They don’t stick, jam, 
jump the track, or slam cars in the 
wind. Lubricated roller bearing han- 
ger wheels make them easy running, 
free from friction. They bring deal- 
ers business—and hold it. That’s why 
dealers put them on the honor roll— 
and good service keeps them there. 
Freedom from buckling and balking 
proves the A-P high carbon steel 
round track is designed to fit these 
fine hangers and wheels. Costs no 
more than ordinary flat track types. 
Door hangers and track with the A-P 
mark are trouble-free — consequently 
they are rolls of honor with thou- 
sands of owners, builders, contrac- 
tors, architects. 


Hardware dealers should have the 
A-P Catalog No. 97. A copy free to 
dealers showing this No. 1189 and 
other hangers; also many kinds of 
building hardware. Kindly use let- 
terhead in writing. 


Allith-Prouty Company, Danville, Illinois 


Manufacturers of 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 


Garage Door Hardware 

Spring Hinges 

Rolling Ladders 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


_ Allith-Prouty 









































Under stress and strain some- 
thing is apt to break unless 
the various units of the job are 
assembled with good screws. 





For almost a century the American 
Screw Company has been making 
good screws — screws that have 
stood the test of stress and strain 
in all types of assembly work. 


Try American Screws on your 
next job. You will notice that the 
points are sharper, the heads 
harder and the threads truer. 


The known qualities of 
American Screws give 
them a big demand. 





STOVE 
BOLTS 


MACHINE 
SCREWS 


WwoOoD 
SCREWS 


TIRE 
BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SE.CHICAGO. ILL. 


Put lt Together With Screws 


oe SE 
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TURNER 
No 35 


New Turner No. 35 
For Winter Sales 


Just think—this new No. 35 Turner Blotorch 
is practically self generating. Regardless of 
how severe the weather may be, all that is 
necessary is to apply a match and in one-fifth 
of the time required to generate an ordinary 
blow torch the No. 35 is ready to use. There 
is no smoke or yellow flame. 

Such performance distinguishes the No. 35 
Turner. It has no drip cup. It has, however, 
the exclusive Turner development of an inter- 
nal carburetor and a generator. This generator, 
when turned on and lighted, immediately de- 
livers an intense heat to the undervein. 

Garage men, plumbers, electricians and home 
owners will find the new and improved Turner 
No. 35 not only a time saver, 
but a dependable performer, 
particularly during the win- 
ter. They will find it a 
mechanically perfect tool, 
“fearlessly guaranteed” by a 
manufacturer who has had 
over a half a century experi- 
ence, making and developing 
liquid fuel devices. 

Send the coupon today for 
op - prices and further informa- 

Blotorch tion. Be prepared for win- 
iti: otk: eee ter business with the No. 35 


larly priced number J urmer in your stock. 
in the Turner line 

Mechanically perfect. 

It also is fearlessly 

guaranteed and is 

safe as a candle 





—_ 
> 
o * % 


mt TURNER BRASS WORKS. 


a | 
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are not made from 
castings, but from 
solid bars of extrud- 
ed brass, machined 
out to receive mech- 
anism. They are 
made in ten differ- 
ent sizes from 1 
inch to 3 inches. 


Their worth is prov- 
en by their consist- 
ent satisfactory per- 
formance at all times 
and under all con- 
ditions. 





2880 Line 


These Cast Bronze 
Padlocks are very 
artistically made from 
cast bronze metal 
machined out to re- 
ceive an all rust 
proof mechanism. 
The shackle is of 
wrought bronze, drop 
forged to create more 
strength, durability 
and better appear- 
ance. Made in ten 
sizes from % inch to 
3 inches. 





2970 Line 





No. 2437 


A complete line of House Letter Boxes 
in brass or steel. Well-made—Weather 
Proof. 


Write today for circulars describing our line of Pasa 
locks, Automobile Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. 


THe AMERICAN HARDWARE CORPORATION 3 Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 





= ws 
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DIXON’S 


BELT DRESSING 


Leather, rubber, and fabric belts all 
grip better when treated with Dixon’s 
Belt Dressing—and this aid to longer 
belt life and better operation “goes 
on” without the slightest danger of 
“clogging” or harming the finest belt. 


Its handy stick form permits belt 
dressing without the stopping of ma- 
chinery. To use, simply tear off part 
of the paper around the stock, grip 
firmly in the hand and hold it on to 
the moving belt. No loss of time—no 
dirt—no slipping belts—and, in addi- 
tion, Dixon’s “food for belts” will 
keep belts in perfect condition. 


If belts are exposed to steam, spat- 
tering water, chemicals, or heavy 
dust condition, recommend 


DIXON’S TRACTION BELT 
DRESSING 


A special paste dressing made espe- 
cially for this type of service. 


Dealers should stock these well known 
Dixon Belt Dressings. They are quick sell- 
ers and are well advertised. Write for fur- 
ther information as to prices and discounts 
to Dept. 40-0. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City DOG New Jersey 


Established 1827 











WATERBURY 
PEERLESS BRAND 


Made in the following Grades: 


WHITE LABEL, BLUE LABEL, 
RED LABEL, BROWN LABEL, 
GREEN LABEL 


Explanation of Grades 


WHITE LABEL for Springs. 
BLUE LABEL for Musical Instruments will 


swage and loop; this wire has a very high 
breaking strain. 


RED LABEL for cutting wires, mild in 
temper, will swage and loop. Is used prin- 
cipally for soap, dough, butter and_ brick 
cutting. 


BROWN LABEL for treble strings on 


pianos; spinning wire and short bend springs. 


GREEN LABEL mild tempered for dental 


and surgical instruments. 


Put up in 14, 4, 1, 5 pound and catch weight 
coils or 1, 5 and 25 pound spools. 


Write Dept. M for descriptive matter. 


Manufactured by 
Washburn Wire Company, Inc. 
550 East 118th St., New York, N. Y. 


RS SS SSS SS SSS SSS SSS SS SSS SSS SSS SS SSS SSS SSS 
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BE READY... 
THERE WILL BE A BIG 


WINTER TRADE IN 


“ALWAYS RELIABLE” 
TORCHES ~ 

















Seem ee 
J-AJONES 
HARDWARE 
PAINTS 





The winter months are near- 
ing and this promises to be 
one of the best years in the 
torch business. 


The demand for “ALWAYS 
RELIABLE” torches has con- os: mel Alien 
stantly been increasing and No. 88 1 Pint 
the wide awake dealers who Covered by patents 
stock them will have a larger 
turn-over with greater profits. 


Place your order NOW for 
“ALWAYS RELIABLE” 
torches for immediate ship- 
ment or shipment at a later 
date. 





— 





Order through your jobber or mail 
your order direct to us with your job- 


ber’s name. - Kerosene— 


evered by patents 














OTTO BERNZ CO., Inc. 


Newark, New Jersey 


Stocks in 


Newark, N. J. San Francisco, Cal. New York City 























| 
| 


| 
| 
| 


Your | 


Maint Siales 





| | 













| 
ill Cover 
he F eld- | 


| 








| e 
7 YOU TELL 
THE DEALER 
HOW WELL 


YOUR PAINT 
COVERS ~~” 





Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this 
audience about your 
product and you’ll take 
a big step toward 
achieving the distribu- 
tion you are looking 


(or. 


responsive 
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PENNSYLVANIA Junior 
—world-famous PENN- 
SYLVANIA Quality 
Mower. 





Greater Value 
in Every 





Price Class! 


With the introduction of the new 
low-priced line of PENNSYL- 
VANIA-built PRIMOS Mowers, 
PENNSYLVANIA dealers can 
now buy—and sell—EXTRA 
VALUE in every price class. In ad- 
dition, they can be sure of better, 
more convenient service through a 
single, dependable source of supply. 


Ask your jobber now for prices 
and deliveries on both the world- 
famous PENNSYLVANIA Qual- 
ity Mowers and the complete new 
low-priced line of PENNSYL- 
VANIA-built PRIMOS Mowers. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street 


Philadelphia, Pa. 


One of the new low-priced 
PRIMOS Mowers, which 
are furnished with 8-inch, 
9-inch and 10-inch wheels, 
plain and ball bearing. 











f ON ‘ 
by GRAND RAPIDS 








On a — 


is recognized as an em- 
blem of supreme quality 


To the thousands upon thousands of builders who 
during the past thirty years have learned that 
there is practically no limit to the perfect ser- 
vice given by Grand Rapids pulleys, there is 
nothing that so definitely establishes the qual- 
ity of a frame as the above insignia—a potent, 
powerful selling factor. 


Grand Rapids Hardware pulleys are guar- 

anteed trouble-proof. Perfectly uniform, 

they always fit the mortise. They never 
break. Furnished in Ball Bearing, Cone 

Bearing, Axle Bearing types and made 
of heavy wrought steel in various 
weatherproof finishes. 


Catalog, samples-and prices 
gladly furnished on request. 


GRAND RAPIDS HARDWARE CO. 
558 Eleventh St. 
Grand Rapids, Michigan 


GRAND RAPIDS 


HARDWARE COM PANY 


ALL ~ STEEL 


SASH PULLEYS 
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STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


No. 6 
No. 5 
Pa No. 4 
ee “MDS: No. 3 
sell 
a CSI No. 2 
No. 1 
No. 0 





These illustrations are % size. 
STAR HEEL PLATE CO. 
U. S. A. 








LOUIS SACKS, Inc. 
Newark, N. J. 





7,UE By 
ii”) BLUE BIRD 
PRUNING 
SHEARS 
retail for $1.00 


Reg. U. S. Pat. Off. 


another Blue Bird Value 


Solid drop-forged steel, no malleable iron, 
volute springs. Carefully tempered. Keen 
edges giving lifetime service to farmers, 
orchardists, gardeners and home owners. 


A Quality Line at Popular Prices 


Tt pays to feature the Blue Bird Line. Other 
leaders in it are handsomely finished tinners’ 
snips. straight and combination patterns, 
special hattery pliers and tire chain tools. 


Ask your jobber or 
write us for details. 


BERGMAN root MFG. co. 


Buffalo, N. Y. 





BEARINGS 
MODERATELY PRICED 


| Commercial Annular Ball Bearings are 
| 
| 


not only highly efficient, but the cost is 
moderate . ... you obtain real bearing 
service for any kind of a bearing job. 


/ The famous three-point contact, speeds 
/ up to 2500 R.P.M., a larger number of 
| balls, long service, economical installa- 
tion. Let us send you the parts! Let 
us tell you why “Commercials” are 
profitable to buy and use. 








Send for IlUustrated Catalog, Discount 
Sheets and Samples 


x THE SCHATZ 
%, MANUFACTURING COMPANY 4 


Poughkeepsie, N. Y. l 


Se 









\ | 
j 
\ | 


















| demand, 
| packed in convenient, 
| attractive cartons--every 
| cap uniform. It’s the great- 





There’s Big Business In 


BOTTLE CAPS 


That’s what our dealers are finding out by displaying the 
two feature brands of caps in packages. You can add 
another quick-selling, profitable staple to your line. 


C_> 
ONE \Gug GROSS 











“PYRAMID”? BRAND 


The highest quality cap that 
includes the latest patented 
improvements and refine- 
ments. The only cap on the 
market with the famous 
“cushion-seal.” A new 
paraffin coating to keep the 
cork live and soft. The safest 
seal made. Laboratory test- 


“HOME USE’”’ BRAND 


The standard quality cap. 
Made to meet the popular 
clean, sanitary, 


est value on the market to- 





day and users have made it 
| the fastest selling brand in 


the country. 


ed. Sold in sealed, sanitary 
packages only. Costs more-- 
and worth it. 


| Write today for samples and prices on these two 
sure-selling Crown Cork Products. 


CROWN CORK & SEAL CO., Baltimore, Md. 
World’s Largest Bottle Cap Makers 





{ 
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Beautiful Glass Heads 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 





Houze—Glass headed push 

pins in these four attrac- 

Large—3 to Card tive colors, La_ Rink, 
Heads are 34 inch across top. Rose, Co-Blue, Chro- 


Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 
pelling 


Pin—overall—%4 inches long. 


Counter Display 


Assortment A—48 _ 10- 
cent cards—sixteen cards 

Medium—4 to Card of each size. Three sizes 
H as of each of four different 

eads are 54 inch across top. . a 
Pins—overall—% inches long. colors. i Size of | display 
carton is 12''x814"'x134"_ 
Retail value $4.80; Price 
to you $3.00. 





Write for samples. 


L. J. Houze 
Convex Glass Co. 
POINT MARION, PA. 

Glass Specialties of Merit 
New York: 110 W. 40th St. 
536 S. Clark St. 





Small—6 to Card 


Heads are *% inch across top. 
Pins—overall— *4 inches long. Chicago: 





HOUZEX PUSH PINS 











Spring Hinges 
eo | 
are O | | a are 
the best | o the best 
\e) 























Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


vee BOMIMEP aiways 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 











N gl LA 
SARA Wy rig 


GLASS CUTTERS 


RED DEVIL M£ANS GLASS INSURANCE 


Lon} reach 
head..... 


Most Popular ~ 
Best Sellers — 


@TOCK the new styles of Red Devil 
Glass Cutters—the Best made 
BETTER! 

—Our Big 4— 


024—Universal Cutter 032—Extra Large Wheel 
023—Ball End Handle 48—6 Wheel Cutter 
And Others 


Name and number stamped on handle 
Easy to identify when out of the box 


Landon P. Smith, Inc. 


1165 SPRINGFIELD AVENUE 
IRVINGTON, N. J., U. S. A. 

















WASHBOARDS 
IRONING TABLES 
MOPSTICKS 
STEP STOOLS 
' TUB BENCHES 


The Federal Line 
of 


HOUSEFURNISHING AND 
WOODENWARE ITEMS 


Quality merchandise, properly priced, 
Superior Service with Fair Treatment 
at all times. Give us a trial, let us prove 
our claims. Write for catalog and prices 
of items in which interested. 


THE FEDERAL WASHBOARD CO. 
General Offices, Tiffin, Ohio 
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DO YOU NEED 
SALES 
REPRESENTATION? 


UE to closing down of one of our 
principal lines, we are now open 
for an additional connection. 


We have been contacting and selling 
hardware jobbers exclusively since 


1871. 


We invite correspondence from new 
or old manufacturers. 


We cover the Central and Eastern 
states, and have mail order connec- 
tions with every important hardware 
jobber in the United States. 


WM. PICKETT SONS & CO. 
119 S. Jefferson Street, 
Chicago, Illinois 




















QUICKER TURNOVER, 
LESS STOCK TO CARRY 


—with This Dual-Use Chisel 


Here’s a chisel that will save you a 
lot of trouble waiting on customers, 
cut down your stock, and increase 
your turnover. It’s half way between 
a socket firmer and a butt; four and 
a half inch blade, thinner and keener. 
Comes in both plain and leather tip. 
Takes the place of two chisels. 


Send for catalog and keep it handy 
for ordering chisels and gouges, saws, 
draw knives, axes and adzes. SWW 
qttality makes ready friends with 
your customers. 


Simonds-Dayton ff 


& I. J. White Co. 
Worden Tool Co. | i 


. Dowd Knife Wks. 





SIMONDS-WORDEN-WHITE CoO. 
Main Office—DAYTON, OHIO 








Can the Hardware Dealer 
Sell These Tools? 





YES! Because Body and Fender service, which requires 
many smal] hand tools, is becoming increasingly widespread. 
YES! Because of the growing demand among mechanics, 
doing such work, for high quality well designed tools. 
YES! Because Fairmount Drop Forged Tools are popular 
among mechanics for their practical quality and utility. 
YES! Because many hardware dealers are now handling 
Fairmount Tools with success. 
Write for descriptive literature or 
Ask Your Jobber’s Salesman 
Apprentice Kit No. 625 
Retails for $8.50 


FAIRIZOUNT! 
SIF TOOL & FORGING Co 


FAIRMOUNT TOOLS GIVE SERVICE AND a 7 





¥’Stock ~ 
fond Profit er 


alas 
iJ 


 GaLvawizen Sree. Wink —— 
IncAn Grad es 


€ Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers o| 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Geage 


New Yort City Georgetown, Conn 
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CS Sir- 


Rule 


IS NOWA STAPLE, 
NO LONGER IS IT 
CONSIDERED ONLY 
A SPECIALTY/” 


e haw 
This ts the comment 
of a New York State Dealer 
who has sold Hardware 
._ since Civil War Days. 









Distributed Through 
Wholesalers 


Manufactured by 


HIRAM A. —- Inc 


eee 


TheFARRAND 01 Modern Too 
Rapid Rule Miduie Gefen 





KIMBALL 











ELEVATORS 


eb cpk 


LIGHT ELECTRIC ELEVATORS 


Kimball Light Electric Elevators operate at 
a low cost. There is a light electric built for 
your requirement as to size, speed, etc. 

Write for particulars on these machines. 
They come sawed, drilled, fitted, ready for 


assembling. 
KIMBALL BROS. CO. 
COUNCIL BLUFFS, IOWA 


1117-4] Ninth Street 























Grit Feeder 


MOE’S LINE — 


A Big Complete Line of Poultry Equipment. 
Popular with the users, and a satisfactory, profit- 
able line to sell. 


Dry Mash Hopper 





Write for New Catalog and Prices 


HoEFT & COMPANY 





2305 Davis St. North Chicago, Ill. 





| 
| 
| 
| 






WHERE SALES 




















ARE MADE ns i 

ait : Cineinnati 
' mG 
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per Af ere e 
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RESTIGE devel- 

oped from serving 
America’s first people 
for four generations 
is placed at the dis- 
posalof salesmen whe stop 
at the Gibson Hotel while selling 
Cincinnati. Unparalleled hospitality, 
unexcelled service and comfort anda 
cuisine that has made the Gibson 
famous, all help make the Queen City 
stopovera pleasant and successful one 
for the traveling man. A wide selec- 
tion of light, airy sample rooms offers 
an exceptional opportunity for dis- 
playing a line to the best possible 
advantage. 


HOTEL GIBSON 


C. C. SCHEFFELER, General Manager 
Make Reservations, or Send for Booklet 
NEW YORK CITY SAN FRANCISCO CHICAGO 
1019 Flatiron Bldg. 1019, 681 Market Street 900 Wrigley Bidg. 
PORTLAND, OR SEATTLE LOS ANGELES 
1101 Buyers Bldg. 428, 510 Weert 6th St. 


























416 University St. 
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Washers of every type and 
kind, also Stampings 
We have specialized in 
Wrought and Steel Plate 
eens fr Washers for over 40 years. 
works. Send for Complete 
Catalog. 
Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


We roll the plate expressly 
for the purpose at our 
The World’s Largest Producers of Washers 











BELLS and 
BELLTOYS 


FOR HARDWARE, 
SADDLERY AND 
TOY TRADE 

Also for the manufacturers 
of Electrical Bells, Tele- 
phones, Clocks, Recorders, 
Registers, Typewriters, etc., 
etc. Special sizes made to 
order. 


THE N. N. HILL BRASS 
COMPANY 
33 Skinner Street 
East Hampton, Conn. 





Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key 
number 14 which hardware wholesalers handle cutlery. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer’s sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the eget ge issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 














THE NEW 


q(® No. 205 


NIGHT LATCH 
is scoring 


A TREMENDOUS SUCCESS 








A comparatively inexpensive latch which sac- 
rifices none of the security and dependability 


by which INDEPENDENT LOCKS are 


everywhere known. 


GD INDEPENDENT IOCKCO,® 


FITCHBURG, MASS., U. S. A. 
183 W. Lake St. 23 Warren St. 2109 Cass Ave. 
Chicago, Ill. New York City Detroit 


523 Commerce St. 121 2nd St. 406 Wall St. 
Philadelphia, Pa. San Francisco Los Angeles 


414 N. Gay St., Baltimore, Md. 








FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 
demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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LOOK FOR THE NAME STAMPED 


SILVER LAKE Co. 
NEWTONVILLE, MASS. 


Solid Braided 


Re haKe 
Guarant. ed 


a PAS aay 











<i> 


CLAMPS 
That Hold 


Besides their ability to grip 
and to hold work, these Mal- 
leable Iron Clamps are ruggedly 
constructed to withstand long, 
hard service. They are good 
sellers. 


Send for Folder and Trade- 
prices on the complete line of 
Hammer and Company’s Spe- 
cialties, including Brass Spring 
Bottom Oilers, also Hand Lamps 
with Oil Tubes. 


H. P. Screws 


Extra Heavy 


MALLEABLE IRON FITTINGS CO. 


Branford, Conn. 


woken 


Pat. Adjustable Builders’ Clamp 





Rivets 
Roofing Nails 
Scratch Brush Wire 





BRIDGEPORT. CONN. 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 














CRONK’S 






Hedge Shears 


Cronk’s Hedge Shears are well known for reliability and 
service, the Cronk line includes a particular style for 
every purpose, from the Hedge Shears illustrated to heavy 
Pruning Shears which will cut a rake handle in two. 

If your stock is low, order from your Jobber. 

Write for copy of our new catalog. 

We also make Potter & Swineford Products. 


THE CRONK & CARRIER MFG. CO. 
Montour Falls, N. Y. 














PELOUZE 
New Household Scale 
UXE 


Capacity 24 pounds by 


ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 


enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232 East Ohio Street, Chicago 
Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify “PELOUZE” in ordering of your jobber 


No. E30—Enamel Dial 
T-30 with Scoop 
No. G30—Glass Dial 
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BUYER AND USER AGREE 


They want a shovel that is tough and 
ROM oiix +s but not on the shoveler—a 
shovel that will stand up under brutal 
treatment and balanced like a perfect golf 


club. That is why buyer and user agree 
on “BIG FIST” and “PIQUA” brands. 


Piqua, Ohio 


THE WOOD SHOVEL AND TOOL CO. 








Refrigerator and Builders’ 
Hardware 


See our New Cylinder Mortise Dead 
Locks 


Better Hardware in Brass and Bronze 


Greene Tweed Corp. 
9 Liberty St., Newark, N. J. 


co 


Reg. U. S. Pat. Off. Reg. U. S. Pat. Off. 


ena mea 


Fletcher “QUICK TIP” age 
= Fir "Holder » RA) 


THE NEW TYPE CUTTER 
A MONEY SAVER A TIME SAVER 


STANDARD “PATENTED” MECHANICALLY 
DESIGN SOUND 
— 
Cat Sa 


A WHEEL FOR EVERY PURPOSE 
Prices and samples on request 





Territory open for responsible salesmen call- 
ing on the Hdwe., Paint and Glass Trade. 


LLS 
No. 01 y vee Cutting 
No. 04 Plate Glass 
No. 06 Opalescent Glass 
Mid West Branch 


Factory 
The Fletcher-Terry.Co. Lloyd E. Jennings 
Forestville, Ct. Findley, Ohio 











The Little Green Cutters 
FLETCHER 
GOLD TIPS 


New York Office 


J. Palmer White, 
258 Broadway 



























' Meet Your irades Need 














carry anice profit 


i A 
ST I Ail 


VERYTHING Write for Catalo 
é gs and Prices 
in [LRON, WIRE 
and BRONZE The Stewart Jron Works Company, Inc. 


540 Stewart Block, Cincinnati, O. 


Write UsZ 














The Most Complete Line 
on the Market 


VAS TIEATER 


ECHEER OF AN OPEN FIR! OE El [RANTTUR) 






REZNOR MANUFACTURING CO., MERCER, PA. 























KANT LINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
by the Kantlink Manufacturers: 
The Mansfield Lock Washer Co. 
Mansfield, Ohio 
The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 
The Positive Lock Washer Co. The Reli Manuf; ing 
Newark, New Jersey Massillon, Ohio 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 
LA ANN 


‘ 
The American Nut & Bolt Fastener Co. 
Pittsburgh, Pennsylvania 











y 


YERS rae’ | 


MODERNIZE STORE METHODS 


To provide adequate storage ag for shelf steck—te 

make and clerks and stock men 
to handle with absolute safety—to "Tene quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a tadder of —— = for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height — easily installed — 
meets most requirements. Circular on request. 


me FE.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 




































The Improved 
| | 


-BISSELL 


SWEEPER 


With “Hi-Lo’’ Brush Control 


Twice the brush action with half the effort 


Bissell Carpet Sweeper Co. Grand Rapids, Michigan 
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Granite 
Cutters’ 
Tools and 


Supplies 


Complete catalog on request 


TROW & HOLDEN 


Barre, Vermont 


CO. 








Sim 
Screw 


Sellon nee 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring Tal 


Create Sales Appeal 


Templeton, Kenly & Co. 


EST.1899 


: Chicage TIL USA, 


Sim plex Lever Jacks, 
oie Pushers 
and Trench Braces 
have been famous 
for Years 





easier and more 
them 


It is 
profitable to sell 
what they want. 


Judging from our volume 
of business they want 


IVER JOHNSON 


Single and Double Barrel Shot Guns, “Hammer the 
Hammer” Revolvers, and the new Iver Johnson 
Safety Rifle. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago 
108 W. Lake St. 





San Francisco 
717 Market St. 


New York 
151 Chambers St. 











U. d Big companies like General Motors 
se Corp.. General Electric Co., Buick 
Motor Co., Atwater Kent Mfg. Co., 
by Delco-Light Co., Eastman Kodak Co., 
and others use Rubyfluid Soldering 
h Flux because it gives entire satisfac- 
t e tion. 


Free from poisonous fumes, never cor- 


Leading rodes metals—good seller to ALL who 
do soldering and tinning. 
Concerns 


Send for Free Samples and Prices. 


RUBY CHEMICAL CO. 


68 McDowell Street, Columbus, Ohio 











of CONSTRUCTION 
Construction Bit 


Made to stand the gaff of 
hard service—designed right 
to cut through wood smooth- 
ly, quickly. Write today for 
illustrated folder and price 
list. 














Snell Manufacturing Company, Fiskdale, Mass. 
Sales Representatives 
Joun H. Granam & Co., 113 Chambers St., New York City 


A NEW PERCOLATOR HANDLE 


Here is an adjustable fire-proof handle for percolators, (—* 
coffee pots and similar utensils that will interest your 
women customers. 

The No. 5005 Handle is packed in a very attrac- 
tive counter display carton holding one dozen. 
Retails at 25c. each. The 
No. 5007 has all the ad- 
vantages of the No. 5005 
Handle, but offered 
at a cheaper price. 
Packed in bulk. A 
big 10c. seller. 
Order a trial gross 

jay! 







| 









THE BAKER 
MecMILLEN CO. 








athe f Handle for Pacletere 
Coffee Pots, and Sianlar Uten 














FREE 
to 
MILLERS 
FALLS 


Dealers 


DISPLAYS 


that sell tools 
12 BIG LINES 


+ + « advertised to ma- 
chinists, automotive 
workers, carpenters, 
manual training schools, 
home tool users, etc. 
Braces, Levels, Hand 
and Breast Drills, Hack- 
saw Blades, Hacksaw 
Frames, Automatic 
Tools, Mitre Boxes, 
Planes, Auger Bits and 
Expansive Bits, Bit Ex- 
tensions, Nail Sets and 
Punches . . . and the 
New Electric Toolshop. 


Write for particulars. 







MILLERS 
FALLS CO. 


Millers Falls, 
Mass., U. S. A. 


Brace Display No. 600 





Where Speed Means = 


The Segal Key Cutter cuts all makes of 
flat, cylinder, or paracentric keys AC- 
CURATELY, at the rate of a key a 
minute. That’s why the 


Segal Key Cutter 


pays for itself in a few 
months. So sim- 
ple anyone 
can operate 
it. Used 
successfully 
by hundreds 
of hardware 
dealers. Made by— 


Segal Lock & Hardware Co., Inc. 
57 Ferris St., Brooklyn, N. Y. 
Makers of jimmy-proof locks, latches and padlocke 





Write for 
Literature. 
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Classified Opportunities 








Use the “Classified 


ies Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Totbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
WIN co 56s6e sider s 8 s6u000006cte 
Each additional inch.............. 4.00 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 
Classified Op 








Set Solid, Minimum of 5 lines... .$3.00 
Each additional line..... 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 


Average 10 words to a line 
Allow One Line for Keyed Address 
Samples of merchandise, literature, 





Discounts for Classified Advertising 
4 insertions, 10% + 8 insertions, 15% 
o 


Remittance Must Accompany Order 
catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


Hardware Age, 
tunities, 239 West 39th 5St., 
York City 


Harpwars Acs is published each Thursday. 


Forms close Nine a to date ef 
on. 














BUSINESS OPPORTUNITIES 





POSITIONS WANTED 
= 4 








WE HAVE THE BUSINESS YOU WANT 


We have clients in every State in the Union. If the 
listings below do not suit we will submit others. 


SERVICE FREE TO BUYERS 


HARDWARE Store, Wash. Established business, no competition. 
Doing increasing business. Stock invoices approximately $8000. 


Low price for immediate disposal. ; 
HARDWARE Store, Ia. Good business in small town, stock in- 




















voices about $2500. Frame building. 2 stories living quarters up- 
stairs. Bargain. 
HARDWARE Store, New York. Good cash and credit business. 


Well established in good location. Stock includes plumbing and 





heating goods. 
HARDWARE & Furniture, Kans. Doing $85,000 annually. Double 
store, outside warehouse. Johne Deere Implements. Dandy corner 
location. Price $63,000. 

& Sporting Goods, Mont. In main business district 


HARDWARE 
of large city. 
will sacrifice. 


WE SPECIALIZE IN SELLING 
BUSINESS OPPORTUNITIES 


NATIONAL BROKERAGE CO. 
4th Floor, Hospe Bldg. Omaha, Nebr. 


Complete stock, Established 12 years, sales $50,000 




















FOR SALE—Fine hardware store with newest display fixtures, wide 
aisles very well lighted, established over 10 years and doing a very good 
and profitable business, located on the main street of the secondary busi- 
ness section in a town of 70,000, this is a rare opportunity for someone 
with $30,000. Address Box I-550, care of HArpware AGe, New York. 


HARDWARE, 
over $5,000.00 per month, 
stock to suit purchaser if 
party. A. G. FORSYTHE, 


HELP WANTED 


retail and wholesale hardware store wants a 
1 sell. Write giving age, experi- 
1-554, care of Harpware AGE, 





Plumbing and Heating business, in good town, doing 
long established in present building, will reduce 
necessary, a good opportunity for the right 
Broker, Milan, Mich. 








LARGE New York City 
man who can both manage salesmen anc 
ence and salary expected. Address Box 
New York City. 





WANTED—By Hardware Concern, man capable of making plaster and 
wax models, as well as chasing bronze metal patterns for sand castings. 
State age. experience, and wages wanted. Address Box 1-552, care of 
Harpware AGE, New York City. 

WANTED-—Salegmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition, GRAND RAPIDS WIRE PRODUCTS CO., corner First 
and Front, Grand Rapids, Mich. 








SALESMAN—To sell line of Sole Taps, Shoulder Strips, Composition 
Taps and Rubber Heels to Wholesale Hardware and Jobbing trade in 
Eastern Pa., New York and New Jersey. Address Box 1-540, care of 
Harpware AcE, New York. 


POSITIONS WANTED 








Supply purchasing 
Prefer position with New York City 
Address Box 1-528, care of HARDWARE 


BUYER experienced in both Hardware and Mill 
desires to make immediate change. 
house or in town within 40 miles. 
Ace, New York City. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 
MALE AND FEMALE 
EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WHREKLY SALARY INVOLVED 
ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 
= 











see MANAGER 


NTS. 
TIRE COUNTRY AND SUPERVISED SALESMEN. 
OF CORPORATION REASON FOR AVAILABILITY. LOCA- 
TION IMMATERIAL. ADDRESS BOX I-534, CARE OF HARD- 
WARE AGE, NEW YORK CITY. 














age 29, married, ten Years’ experience in general 
goods, last six as manager, buyer, and part 
Thoroly conversant with modern methods and 


SOUTHERN Man, 
hardware and_ sporting 
wishes connection, 


owner, ) 
operation for profit. Address Box 1-549, care of Harpware Ace, New 
York City. 





AVAILABLE. A capable man with background of fourteen years gen- 
eral sales experience in the hardware field wishes to associate himself with 
manufacturing objection to selling. Would make able 
assistant to sales executive. Ultimate objective administrative work. 
Address Box I-553, care of Harpware Ace, New York City. 


concern. No 





DESIRE a position with Hardware Manufactory to travel, have 
travelled Southern territory 15 years and can furnish best of reference 
and forty years old, married. Address Box I- 519, care of HarpWARE AGE, 


New York City. 





YOUNG MAN, 28, single, with six years mill and general hardware 
experience, wants position with small retail store in small town. Energetic, 
ambitious, responsible. References if desired. Address Box I-541, care 


of HarpwarE AGE, New York. 


SALES ACCOUNTS WANTED 











HARDWARE M’F’RS REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR NEW YORK 


A substantial reputation Sixteen years contact leading 
bardware jobbers will entertain connection only with 
well known concern—preferably advertised line—terri- 
tory—New York State—New Jersey—Philadelphia— 
Baltimore—Washington, D. O, 

EDWARD WEINGARTEN—286 Fifth Ave., New York City 
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assified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 








SALES SERVICE PLUS 
Machinery—Tools—Supplies 


An experienced sales representative in these lines, with ample 
facilities of office and stock rooms for distribution of materials, 
desires an exclusive selling account for South Jersey which will be 
given a continuous personal selling campaign and direct mail follow 
up. Inspection invited. Address Box 1-546, care of Hardware Age 











New York City. 





REPRESENTATIVES WANTED 


to sell electric appliance on commission. Men having 
following among jobbers, central stations, department 
stores and specialty shops can be assured a very generous 
Territory open in Middle Atlantic and Southern 
Box 661, Equity Advertising Agency, 100 West 
New York. 


return. 
« «States. 


f 42nd St., 

















York, New 





seeking Manufacturers lines for New 
Westchester have lines, now wish to 
more lines. If you want two go-getters, 
Address Box I-548, care of HARDWARE AGE, 


SALESMEN, two, 
Jersey, Long Island and 
change. Will consider one or 
get in touch with us at once. 


New York City. 





REPRESENTATIVE—Thoroughly acquainted with jobber and dealer 
trade and specializing in builders’ hardware wishes several additional 
lines. Located in Philadelphia and covering considerable territory. 


Twenty years selling experience. Address Box I-526, care of HARDWARE 
ork. 


Ace, New 


SALES REPRESENTATIVES WANTED 








OLD reliable concern manufacturing a moderate price line, wants sales- 
man now calling on paint and hardware Jobbers and de: alers to handle 
a few fast selling items on commission basis. Only successful men with 
following need apply giving references, etc. Address Box I-555, care of 
Harpware Ace, New York. 


make 








England and eastern states not including New 
Razor Strops, Dog Collars, Harness, 
3est of references required. This is 
Address Box 1-551, care of HaArp- 





SALESMAN for New 
York City, to sell popular line of 
Leads, etc., on commission basis. 

a real opportunity for the right man. 
warRE AGE, New York City. 


SALESMAN WANTED. 
calling on responsible concerns 
experience, references, and territory covered. 
Harpware Acr, New York City. 


AMAZING SCREW-HOLDING SCREW DRIVER! 


Factories, garages, workers buy on sight! Profit 75c. each 
territory. Free trial offer. Jiffy 1267, Winthrop Building, 





Reliable man who knows Rope and Twine, 
-a good opportunity offers. Write, giving 
Address Box 1-547, care of 





. Exclusive 
Boston. 





ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 
sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
(Foot of Wall St.. and East River). : 


COMMISSION SALESMEN IN EACH STATE for manufacturer ot 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acg. New York City 














tunities. 


Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” 
Try it and see. Address— 


Hardware Age, 239 West 39th St..New York 


‘‘Classified Opportunities Section’’ 


isn’t it? 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. very care 
No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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A box chock 
full of friend- 
ship for your 
store. 








How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 











Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 























DOMES of SILENCE 


Customers gladly invest Ten €ents for a set 
of Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 


If Your Jobber Cannot Supply ) 
You—Write Us Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 

















The 
Rooster 
Mark 
the 


standard 


Wright 
Trade 


for 






stands 
highest 


in 







poultry _ netting 






—Superior 





Brand. 








The Netting with 
the Rooster Label. 











G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 












SUPERIOR 
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From all sections of the 
country, Jobbers and Dealers 
have asked us for a SAFETY 
HASP with the same PRO- 
TECTION as embodied in 
Hurd Cutter-Proof Padlocks. 


HERE IT IS 


Heavy staple made of Spe- 
cial Alloy Steel. Entire hasp 
hardened and thoroughly rust 
proofed. Silver udylited finish. 


Cutter-Proof, File-Proof, Saw- 
Proof, W eather-Proof 


Three Sizes 


No. 701—3'%% inch — No. 702—4¥ inch 
No. 703—6, inch 


Packed complete with udylited screws in 
individual boxes. 12 boxes in attractive 
two-color display carton. This Super- 
Sales ‘Carton will sell Hurd Cutter-Proof 
Safety Hasps on sight. It fills the wide 
demand ‘for ADDED PROTECTION. 


Write for Prices, Discounts, 


Details —NOW 


E. P. HURD - Lock Builder - DETROIT 


Branch Offices 


104 Walker St.. New York City 

37 Pearl St.. Boston, Mass. 

..Fourth Nat’! Bank Bidg., Atlanta, Ga. 
Pee 35 E. Wacker Drive. Chicago, IIl. 
.711 Mutual Bldg.. Kansas City, Mo. 
703 Market St., San Francisco, Cal. 


Peterson Bros 
Walter H. Cutler Co 
A. H. Deveney & Co.. 


Gillette & McLaren, Inc....318 Occidental Ave., Seattle, Wash. 
Gillette & McLaren, Inc.. 53 Fourth St., Portland, Ore. 
In Canada 
Richardson & Bureau, Litd.. 129 St. Peter St., Montreal, Que. 
Export Office 
American Steel Export Co., 535 Fifth Ave., New York, N. Y. 
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